OSE THIS PUBLICATION 
TO SELL THE INDUSTRIAL 
SOUTH AND SOUTHWEST 


Down in ‘‘Ole Virginny’’ a bright new light 
rises in the field of plastics. Utilizing facilities 
at Hopewell, pictured, and in nearby Chester- 
field, Allied Chemical «nd Dye Corporation’s 
National Aniline Division has begun large 
scale production of a new type of molding 
compound, Plaskon Nylon 8200. This new op- 
eration of National Aniline was described 
in the June, 1955 issue of SOUTHERN POWER 
and INDUSTRY. 


Selection of Southern facilities for Plaskon 
production emphasizes the ever widening 
range of opportunities for increased indus- 





trial and power sales in the South and South- 
west. 

To effectively sell management and operat- 
ing personnel of this market’s varied and ver- 
satile industry, advertisers use SOUTHERN 
POWER and INDUSTRY. It is edited expressly 
for the South and Southwest — puts you in 
intimate contact with millions of dollars of 
buying power untouched by national power 
and industrial journals. 


Southern Power and Industry 


806 Peachtree St., N. E Atlanta 5, Georgia 
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TO “PINPOINT” 
SALES IN CANADA'S 
RICH MARKET PLACE! 


You could marshal 50 U.S. 
Business Publications for 
your sales story and their 
combined overflow circula- 
tion wouldn’t dent the 
Canadian market. 


e e e Canada is a national 
market and a distinc- 
tive one. 


Canadian business 
paper editorials give 
on-the-spot coverage 
of this national market 
and its problems. 


and Canadians read 
their business publi- 
cations. Witness their 
interest according to 
a recent survey.* If 
you wish to pinpoint 
your sales write for 
your copy. 


*Gruneau Research 
Bulletin 1954 on 


request 


Business NEWSPAPERS ASSOCIATION 


137 WELLINGTON ST. W. 
TORONTO, CANADA 
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chasers, Jan., p. 79. 
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chairman of the board, Container Corp. 
of America, Jan., p. 82. 


Cooper Alloy Co. Don’t let your company 
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Coupons, sample orders, timing lure 
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HOW TO REACH THE MEN 
WHO BUY AND SPECIFY 
FOR THE *15 BILLION 
PLANT OPERATING MARKET 


THE MARKET 

—is the manufacturing industries. 
INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION is a horizontal monthly 
covering over 42,000 plants, the largest 
and most active in 22 basic industrial 
fields. Each plant, to qualify, must have 
either a Dun & Bradstreet rating of 
$50,000 or better, or 50 or more 
employees. 


THE AUDIENCE 

—is the industrial Plant Operations 
and Service Group. With the largest 
circulation in its field INDUSTRIAL 
MAINTENANCE AND PLANT OPERATION 
reaches over 70,000 maintenance, engi- 
neering and purchasing executives— 
the men whose job it is to keep plants 
and equipment running at top efficiency. 


By function~ 
e 36,241 are plant operating, engi- 
neering and production men 


15,572 are maintenance engineers 
and superintendents 


9,476 are purchasing agents 


8,827 are factory management and 
administrative personnel 


This group specifies and buys $15 billion 
worthof goodsa year, including replace- 
ment, maintenance and repair supplies, 
safety devices, and materials handling, 
Sanitation and other equipment. 


EDITORIAL FORMAT 
INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION’ S editorial contentis devoted 





exclusively to valuable, factual infor- 
mation for the Plant Operations and 
Service Group. It combines practical, 
helpful ‘‘how-to-do-it” articles with 
up-to-the-minute news on products, 
equipment and techniques. Its read- 
on-the-run tabloid format helps busy 
executives get the facts they need fast. 


LOW RATES 

INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION’s rates are low. Cost per 
thousand readers is only $1.97 (based 
on 1/9-page unit, 12-time rate), lower 
than that of any comparable medium. 


HIGH FLEXIBILITY 

Another plus for advertisers: INDUSTRIAL 
MAINTENANCE AND PLANT OPERATION 
offers unusual flexibility for a tabloid 
format publication. Units all the way 
from 1/9 to full pages may be used. All 
standard 4-A colors are available. 


RAPID GROWTH 

A quick measure of INDUSTRIAL 
MAINTENANCE AND PLANT OPERATION’S 
value to advertisers: in 1954 advertising 
volume was 46% ahead of 1950, and it 
is one of the few industrial publica- 
tions to show an increase over 1953. 
This trend is continuing in 1955, 


INQUIRIES — SALES 

INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION has an outstanding record 
for pulling inquiries that lead to sales. 
Only executives in a position to specify 
and buy qualify as readers. These men 
turn to INDUSTRIAL MAINTENANCE AND 
PLANT OPERATION for product news. 
Your product story here will be read 
when they’re most receptive. 


VERIFICATION 

Verified controlled circulation is an 
impressive 99.66% —again tops in its 
field. That means INDUSTRIAL MAINTE- 
NANCE AND PLANT OPERATION gives 
you more for every advertising dollar. 
Want additional evidence? Write now 
for media and market data book. 


Industrial Maintenance 
AND PLANT OPERATION 
MAINTENANCE PUBLISHING CO. e PHILADELPHIA 4, PA. 
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Transportation 
: Supply News 


THE FLEET PRopucy 































First 6 months 3 
Record , 


75 NEW Accounts! 


These gains made the first 6 months of 1955 
over the first 6 months of 1954, dramatically 
reflect advertiser success in TSN. @ Easy-to-read tabloid format, high adver- 

Founded in 1945, TSN is now ’way out front tising visibility—no buried ads. 
in readership and market coverage, with 53,500 § ® Unique and unduplicated editorial serv- 
copies each month at the LOWEST rate per ae een mews ond 
thousand. . 

The trend among fleet advertisers is to TSN, ” ue sae att os lawn cane an 
and more and more advertisers are making it a thousand. Write for comparative bre«k- 
must on their media list. Gowns. 

Check the unique features at the right. In- 
vestigate the selling job TSN can do for you. 
Write for recent issues and complete data. 


TSN is the only national fleet publication 
offering these features : 


@ Reader interest and reader action through 
reader service card. 
@ Proven inquiry forwarding system and 
a sales-stimulating inquiry record. 
@ Many advertiser services available— 
STANLEY PUBLICATIONS, | 1 agentes tl 
7 inc. @ Special industry services: Annual Sales 
22 West Madison St., Chicago 2, I. FRanklin 2-7450 Forecast, Special Convention Wrap-A- 
Publishers of Round on October issue—extra distri- 
Transportation Supply News e Jobber Product News bution at Annual ATA convention; and 


Offices in Detroit e New York e Tulsa Annual Industry Sales Awards. 
Los Angeles e@ San Francisco 




















REAOIWE tho 





is “part of the job” of every Steel Man in a 
Supervisory or Buying Capacity! 


Steel industry buying officials 
must read the Iron and Steel 
Engineer to keep pace with the 
industry and their jobs. Editorial 
and advertising pages keep them 
\ posted on all phases of engineer- 
' ing and operations — products, 
equipment and services of suppli- 
ers. A consistent schedule of ad- 
vertising in this publication will 
pay off in increased sales for your 


products. 


Write for N.1.A.A. Sales Pres- 
entation Outline! 






















IRON and STEEL ENGINEER 


1010 Empire Bldg., Pittsburgh 22, Pa. 
Helping Advertisers Sell the Steel Industry Since 1907 ! 
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Delta Power Tool Div., Rockwell Mfg. 
Co., May, p. 134. 


Delta Tool merchandises new sales out- 
let .. home builders, by Richard J. 
Brown, adv. mgr., Delta Power Tool 
Div., Rockwell Mfg. Co., Mar., p. 67. 


Get everyone into the act or your new 
product may fail, by Richard J. Brown, 
adv. & sales promotion mgr., Rockwell 
Mfg. Co., Apr., p. 154. 


General Electric Co. 
GE takes employe fear out of decentral- 
communications, 


ization employe 


Jan., p. 108. 


One-man show gives prospects ‘tele- 


vised’ new product story . . sales pro- 


motion ideas, May, p. 64. 


Hammarlund Mfg. Co. Prepackaged liter- 
ature, follow-up system boost effect of in- 
quiries . cover story, by Dale Samuel- 


son, sales promotion mgr., Hammarlund 


Mfg. Co., Apr., p. 68. 


PInland Steel Co. ‘Droodles’ help sell In- 
land Steel's creosote oil, Mar., p. 127. 
RInternational Steel Co. Put coupon at top 
of ad, inquiries boom at International, by 
Paul R. Busey, dir. of marketing services, 
International Steel Co., May, p. 140. 
RJones & Lamson Machine Co. How SIC 
can give you the cost per plant of reaching 
Kidder, 
Research & Sales Analysis Div., 


markets, by Nathaniel R. mor., 
Market 


Jones & Lamson Machine Co., May, p. 50. 


Melatron Corp. Photocopy method makes 
varied parts list cheaply, easily, Mar., p. 
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Milwaukee Dustless Brush Co. 16 ways to 
sell your product to industry by mail .. 
brush company shows how, treats distrib- 
successfully, by Paul J. 


utors rough 


Bringe, sales mgr., Milwaukee Dustless 


Brush Co., June, p. 64. 


®New Departure Div., General Motors 
Corp. How to know today how much you 
will sell tomorrow, by Robert E. Randel, 
supervisor. adv. & sales promotion, New 
Departure Div., General Motors Corp., Jan., 
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New Idea Div., Avco Mfg. Co. Plant city 
it consistently or not at 
Feb., p. 


advertising . . do 


all .. employe communications, 


Newark Electric Co. How to save time, 
















space, money on your customer-prospect 
file, Mar., p. 71. 


Rigidized Metals Corp. Sales tools give 
punch to selling, answer queries, save 
time, by John E. Hayes, adv. mar., Rigid- 
ized Metals Corp., May, p. 130. 


Rust-Oleum Corp. Rust-Oleum mail drive 
pushes distributors’ other products, Mar., 
DR: Sas 


Skil Corp. Skil cuts promotion costs with 
sound slide films, May, p. 146. 


Standard Oil Co. of Indiana. They get a 
$5,000 sales education in 18 weeks 
Standard Oil pays high for sales training, 
says ‘it’s worth it,’ June, p. 74. 

Sunnen Products Co. How to handle in- 
quiries so you help, not sell, the buyer, 
by N. H. Hale, adv. mgr., Sunnen Prod- 
ucts Co., Feb., p. 68. 


Viking Air Conditioning Div., National 
Radiator Co. Demonstrate it with working 
models . . that’s Viking’s sales approach, 


May, p. 52. 


Visking Corp. Do baby pictures bore you? 
Then see what they did for Visking, Apr., 
p. 66. 


Ward Products Corp. Same old antenna, 
new design. How to add value and pro- 
motional push to a standard product, May, 
p. 149. 


Article Index/by subject 





Advertising 


Advertising agencies turn out to be best 
budget forecasters in 1954, Jan., p. 65. 


Advertising does what word of mouth 
can’t, AED told .. news, March, p. 56. 


®Agencies break record again, place 508,- 
788 pages in business papers in ‘54, Apr., 
p. 82. 


Basic research in ‘behavioral science’ must 
back ad studies, by Dr. James G. Miller, 
sci- 


chairman, committee on behavioral 


ences, University of Chicago, June, p. 108. 


Be marketing men, not admen, sales heads 
urge NIAA, June, p. 63. 


Business paper leaders off slightly in 1954 
page volume, Jan., p. 100. 


Buyer wants not facts alone, but ‘reas- 

surance of adequacy, by Stuart Siebert, 

v.p., Weiss & Geller, June, p. 110. 
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The creating of an effective sales catalog represents a major challenge 
to your selling and advertising personnel. 

You will realize the maximum results from your investment of time, 
talent and money if you use this new S. D. Warren textbook in coopera- 
tion with your printer. The book is available to catalog planners without 
cost or obligation. Since the edition is limited, we must ask that you send 
your request on your company letterhead. 


NOTHING APPROACHES ‘‘THE SALES CATALOG"’ FOR COMPREHENSIVENESS 


To our knowledge, this Warren textbook is the only one in existence 
that treats the whole subject of catalog planning, creation and distribu- 
tion thoroughly and practically. Step-by-step directions and suggestions, 
plus 62 instructiVe exhibits taken from the current field of successful 
catalogs, make this textbook a valuable guide for present and future use. 

To comprehend the breadth and depth of the subject-matter in “The 
Sales Catalog,” study this condensed outline of its contents: 





CHECK LIST AND INDEX 
FOR CATALOG PLANNING 


the Complete 
Function of your Sales Catalog 


Plan to Present Complete In- 
formation 

— on one page; on double-page 
unit; on sequence of pages. 
Sectionalizing the catalog. 


Plan for Convenient and Easy 
Reference 
— Adequate indexing. 


Assemble All the Facts Re- 
garding Your Products and 
Services 


Plan for Proper Usage 

-— Format, layout, color, bind- 
ing. 

Be Sure Your Catalog Reaches 
the Right People, in Good 
Condition 

— Distribution. 


Are You Getting the Most 
Usage from Your Sales Cata- 
log? 

— Related needs. 

Your catalog as a sales promo- 
tional unit. 





eS) 
Lrinting Fapers 


Sor Letterpress Printing, Lithography, Book 


Use Fine Grades of Paper Publishing, Magazine Publishing, Converting. 


S. D. Warren Company, 89 Broad Street, Boston 1, Massachusetts 
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Can motivation research help industrial 
advertisers? . . cover story, June, p. 104. 


Communication as an agency function .. 
editorially speaking, Mar., p. 130. 


Competition too tough to allow ad cut in 








summer, most executives assert . . forum, 





‘ 


May, p. 96. 


Conover blasts mass media. Hits alleged 
‘tremendous waste’ of circulation for in- 
dustrial advertisers, lack of job audit .. 








news, Jan., p. 40. 








Decentralize marketing and sales manage- 
ment? Industrialists differ . . forum, June, 


p. 154. 


One always stands out... \seesialeag enemies 


World Trade Conference shows 80% of 
firms say they will hike promotion .. 





IN EXHIBITS IT’S sais Ries. a. OE 
1ews, Apr., p. 24. 


\ r NEW VORK'S LEADING | Forecast 10% raise in export advertising 
r DESIGNERS AND BUILDERS OF budgets in 1955, Jan., p. 137. 
ciel * sinml 


DISPLAYS AND EXHIBITS 


CORPORATION | Forget gimmicks, let ads show believeable 
@ WRITE FOR BOOKLET | company personality, by Dr. Ernest Dicht- 





er, pres., Institute for Motivational Re- 


96-20 43rD AVENUE @ CORONA 68, N. Y.C. @ ILLINOIS 7-2002 
BRANCH OFFICES: ATLANTA * CLEVELAND * SYRACUSE 


rch, June, p. 122. 





How 1955 looks to me: 
George L. Staudt, board chairman, 
NIAA, Jan., p. 64. 


William K. Beard, Jr., pres., ABP, Jan., 


. Baker, Jr., chairman, AAAA 


nover, chairman, NBP, Jan., 


How to do a better job as an industrial ad 
manager, L. S. Hamaker, gen. mgr. of 


seylac Reanuhblic S TB ep 
sales, Republic oteel © 


rp., June, p. 69. 





How to pick an agency .. editorially 


speaking, Jan., p. 114. 


Industrial ads of 50 years ago .. are to- 
day’s any better? . . copy chasers, Apr., 


/ | p. 107. 


Industrial sales and advertising head up- 


' , : neal d in 1955 . . forecast, Jan. p. 61. 
**He’s been like this ever since he was left out of TIME’s —— aes 


new Study of Executive Audiences.”’ Management, not admen alone, must note 


oO 


motivation research, by Edward C. Bursk, 





editor, Harvard Business Review, June, p. 
126. 
For a picture of the 22 million who were 
Manufacturers to spend 3.1% of sales on 
advertising in ‘55 . . advertiser forecast, 


Director, TIME, The Weekly Newsmagazine. — Jan., p. 62. 


studied, please write T. E. Ryan, Research 


Continued on page 137 
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NIAA budget study shows how industries 
spend ad money, Feb., p. 100. 


‘SEP’ promotion manager hits back at Con- 
over in media tiff . . letters, Apr., p. 6. 


Scorns industrial advertising, v.p. asserts 
it hasn't much value, draws protests from 
New York admen. . NIAA news, May, p. 
121. 

Trend is more merchandising, careful 
spending, repeat ads .. 
Jan., p. 65. 


agency forecast, 


Warns: export or face cutback. LeTourn- 
eau-Westinghouse v.p. says price-cutting, 
easy terms hike competition abroad . . 
news, May, p. 32. 


What biggest spenders spent on business 
ads, May, p. 80. 


* 
Advertising copy, 
graphics, production 


Armour tops Putman awards, Pittsburgh 
Corning second .. NIAA news, June, p. 
140. 


Big ads best, says sales head . . use color, 
too, even if it means fewer ads, ABP told; 
Zitz tells why companies fail . . 
Mar., p. 48. 


news, 


Copy chasers: 
®Board chairman surprise choice as 
advertising man of year, Jan., p. 78. 
Small space ads . . what they can do 
for you, or fail to do, Feb., p. 89. 


Man-of-year runners up: ‘Cat,’ Westing- 
house and Gisholt, Mar., p. 103. 


Industrial ads of 50 years ago. . 
107. 


are 
today’s any better? Apr., p. 
Advertising artist is he good in- 
fluence or pain in neck? May, p. 87. 
Don’t snub small space ads . . they're 
bigger than you think, June, p. 89. 


Copywriter defends ad artist, defies copy 
chasers’ taunts .. letters, June, p. 4. 
Cover stories: 


Aerial view of the product how 
Bethlehem got and used one, Feb., p. 


108. 


Prepackaged literature, follow-up sys- 
tem boost effect of inquiries, Apr. p. 68. 
Continued on page 138 
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who compare . . . and specify to buy. 

Planned distribution of YOUR cat- 
alog, in the Refinery Catalog, puts your 
product specifications into the hands of 
7,500 men with proven purchasing 
authority in the Refining — Natural 
Gasoline — Petrochemical Industry . . . 
98% of the hard to reach men with 
authority to buy. 


M, jor refinery purchasing is 
usually a group activity, involving spe- 
cific recommendations from as many as 
34 key men, coordinated by the design 
or project engineer. This man, and other 
engineers, influence process specifica- 
tions, mechanical requirements and 
standards to be met. Successful refining 
industry sales depend on getting your 
product specifications before these men 


Send now for value-packed 24-page Refinery Catalog Fact 
Book. Gives market data, copy suggestions, cost compari- 
sons. Write Sales Promotion Dept., P.0. Box 2608, 
Houston 1, Texas. 


She Woldi Largest WANWSIN Sétblishers 


GULF PUBLISHING COMPANY 








Offices: 
Houston (6), 3301 Buffalo Drive, J A-9-4301* New York (17), 
250 Park Avenue, El Dorado 5-4012 * Chicago (4), 332 S. 
Michigan Avenue, Wabash 2-9330 ¢ Cleveland (15), 1010 
Euclid Avenue, Main 1-2550 * Tulsa (3), Hunt Building, 
3-1844 + Los Angeles, W. W. Wilson Building, Huntington 
Park, Jefferson 1219. 


5668 
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Demonstrate it with working models. . 
that’s Viking’s sales approach, May, p. 
92. 


Do baby pictures bore you? Then see what 
they did for Visking, Apr., p. 66. 


®"Droodles’ help sell Inland Steel's creo- 
sote Oil, Mar., p. 127. 


DuPont, GE top ‘Toppers,’ small companies 
shine, too . . NIAA news, June, p. 134. 


Eastman sticks by his guns, decries ad 
‘inferiority complex’ .. letters, Jan., p. 8. 


Get everyone into the act or your new 
product may fail, by Richard J. Brown 
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chairman of the board, Container Corp 
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How ABP ad award winners mapped their 
campaigns, May, p. 54. 


How movies show the product and work 


blems, June, p. 16 


conditions, too .. 


How to take industrial photos .. even 
aboard an ore carrier, by Judy Grayson 
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How to use movies to help solve your 


selling problems . . problems, May, p. 46. 


Loose leaf or bound catalogs? .. how to 


know which to use, Feb., p. 86. 


NIAAers’ ads praised, damned. IM’s Copy 
Chasers go to two chapter meetings via 
tape recordings, film; offer views .. NIAA 
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Photocopy method makes varied parts list 


A 


cheaply, easily, Mar., p. 75. 


®Put coupon at top of ad, inquiries boom 


at International, by Paul R. Busey, di f 
marketing services, International Steel 
May, p. 140. 


Rust-Oleum mail drive pushes distributors’ 
other products, M 
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Skil cuts promotion costs with sound slide 
films, May, p. 146. 


What they're doing with annual reports, 
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16 ways to sell your product to industry 
. brush company shows how, 
successfully, 


by mail 
treats distributors rough 
by Paul J. Bringe, sales mgr., Milwaukee 
Dustless Brush Co., June, p. 64. 

What you must do to keep unsafe data 
out of your ads, by R. Karl Honaman, 
deputy asst. sec. for public affairs, U. S. 


Defense Dept., June, p. 


Which ad attracted more readers? 


Editorial vs. other style (Bassick 
: eS 


and Colson Corp.) Jan., p. 99. 
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Business Paper Publishing 


Advertising volume in business papers, 


fh r 11 oe ee on 


ae ) a 5 Q 
an., p. 102, Feb., p. 116, Mar., p. 80 
mp -“ 
O4 we 2 am 9 Q 


vidly p. U 


R)Agencies break record again, place 508.- 
788 pages in business papers in ‘54, Apr. 
Allen defends business papers .. denies 
their space brings low profit to agencies; 
cites $56,000,000 commissions in ‘54, Feb. 


i 40 


Blackburn warns of barriers to SIC in 
business paper audits, by James E. Black 
burn, v.p. and_ director f circulation 
Publishing Co., Feb., p. 67 





Business paper leaders off slightly in 1954 


page volume, Jan., p. 10 
Business papers win IM awards. . judges 


"79 


urge better covers, color use, June, p. 72. 


Censorship of business papers? OSI says 
no .. but hide data . . from Washington 


99 


oy 


Dun & Bradstreet goes slow on request 
to help SIC audits, Apr., p. 65. 





Eastman sticks by his guns, decries ad 
‘inferiority complex’ . . letters, Jan., p. 8. 
Free enterprise in publishing . . editorially 
speaking, May, p. 62. 


RHow SIC can give you the cost per plant 
of reaching markets, by Nathaniel R. Kid- 
der, mgr., Market Research & Sales Analy- 
sis Div., Jones & Lamson Machine Co., 


May, p. 50. 


RHow SIC can match media with chang- 
fast, by Kenneth L. Wal- 


ers, media planning consultant, marketing 


ing markets . . 


div., General Electric Co., Feb., 





If SIC audits won't work, why not sworn 

statements?, by George W. N. Riddle, dir. 
development, Putman Publishing Co., 

Apr., p. 64. 

"Modern Metals,” “Western Tile’ match 


covers to their fields . . news, Mar., p. 50. 


NIAA speaker clarifies his stand on SIC 
breakdowns .. letters, May, p. 8. 

Post Office permits business paper adver- 
tiser to use sample . . news, Feb., p. 48. 


Publishers tell what it takes to start new 


business paper .. news, Apr., p. 28. 


Too many business papers? Ad manager 


A 


thinks so .. letters, May, p. 4. 


Too many business papers? Staudt jolts 
NBP meeting; decries paid- vs. -free fight, 


+ 


war on general magazines . . news, June, 


25 judges pick winners in IM business 


cn 


paper contest, May, p. 150. 


What biggest spenders spent on business 


» 


ads, May, p. 80. 


Why subsidize editorial service? . . edi- 


torially speaking, Mar,, p. 130. 


* 
Marketing, distribution 


Basic research in ‘behavioral science’ must 
back ad studies, by Dr. James G. Miller, 
chairman, committee on behavioral sci- 


ences, University of Chicago, June, p. 108. 


Be markeiing men, not admen, sales heads 
urge NIAA, June, p. 63. 


Buyer wants not facts alone, but ‘reas- 


surance of adequacy, by Stuart Siebert, 


Weiss & Geller, June, p. 110. 


Can industrial firms enforce resale price 














maintenance?, Mar., p. 68. 


Can motivation research help industrial 
advertisers? . . cover story, June, p. 104. 
Capital goods takes to the atom, Mar., p. 
88. 


Decentralize marketing and sales manage- 
ment? Industrialists differ . . forum, June, 
p. 154. 


Executives see good future for export. . 
how good depends on place, product. . 
forum, Apr., p. 134. 


Forget gimmicks, let ads show believable 
company personality, by Dr. Ernest Dichter, 
pres., Institute for Motivational Research, 
June, p. 122. 


From Washington: 

Defense buying switch? Look for new 
chance to sell to U. S., Jan., p. 24. 
Censorship of business papers? OSI 
but hide data, Feb., p. 22. 


says no.. 


Confidential report ‘leaks’ . . threatens 


to scuttle census, Mar., p. 22. 


Showdown coming on U. S. control of 
competition, price, Apr., p. 18. 


Sees automation creating jobs, cutting 
or 
) 


excessive costs, May, p. 24. 


Are mergers choking access to mar- 
kets? FTC seeks answer, June, p. 58. 


How capital investment affects business 

tool of forecasting, by Richard W. 
Everett and Dexter M. Keezer, Department 
of Economics, McGraw-Hill Publishing Co., 


Jan., p. 74. 


®How SIC can give you the cost per plant 
by Nathaniel R. 
research & sales 


of reaching markets, 
Kidder, mgr., market 
analysis div., Jones & Lamson Machine 


Co., May, p. 50. 


®How to know today how much you will 
sell tomorrow, by Robert E. Randel, su- 
& sales promotion, New 
Motors 


pervisor, adv. 


Departure Div., General Corp., 


Jan., p. 68. 


Is the man a prospective buyer? Here’s 
a hint . . based on a study in 26 indus- 
trial groups, Jan., p. 138. 


Management, not admen alone, must note 
motivation research, by Edward C. Bursk, 
editor, Harvard Business Review, June, p. 


126. 


One product line or many . . which helps 
Continued on page 140 





ELECTRICAL WEST... 


Current Trends 


Look ahead to big markets in the 

Western States for 1956-57-58. Yearly 
capital expenditures have begun to cycle, 
reflecting completion of large generating 
plants in one year and the skipping of a 
year before the next is charged to capital. 
1955 will be a big year in the West for 
transmission and distribution line con- 
struction, and will be the third consecutive 
year of a greater than 2 million kw capac- 
ity addition. 

Your current advertising in ELEC- 
TRICAL WEST will be influencing pur- 
chasing decisions on equipment for an up- 
ward cycle. Look what’s already planned 


for the future (these are minimum fig- 

ures) : 

KW of new capacity phomene planned: 
1956 . sO . 1,412,700 
MRM aN acs a5. Oe ear 1,582,650 
Se 2:0 ake x cess 1,853,125 


KW of new capacity tentatively planned: 
Pe soca 5 a 86 see . 4,849,000 


Miles of transmission 1955... .2,614 
Miles of distribution 1955... .6,924 
Kva—substations 1955...6,290,551 


These are figures reported by 
Western utilities to ELECTRICAL 
WEST in January, 1955. To this add 
millions of dollars of commercial, 
industrial and residential construc- 
tion and utilization equipment and 
the growth of the Western electrical 
market continues very healthily in- 
deed. 


ye: Basic Statistics 
There are 199 electric service systems 


in fhe 11 Western States. They have 
(Nov. 1954) 18.1% of the country’s 
generating capacity, produced 19.6% of 
the country’s energy in 1954. The majority 
of Western utilities will spend more this 
year than in 1954. This applies particularly 
to expenditure for distribution system ex- 
pansion. 

About 230 electrical wholesale houses 
supply 16% of the country’s electrical con- 
tractors in the West. A growing electrical 
manufacturing industry provides locally 
made equipment to utilities, contractors, 
wholesalers and the fast-growing indus- 
tries of the West. 

BLS statistics indicate 270,000 dwelling 
units started in the West in 1954; predict a 
10% increase to 297,000 units in 1955. No 
curtailment of heavy construction is ex- 


pected in 1955. 


3 What this Market Buys 


Everything a utility needs to gen- 
erate, transmit, distribute and sell 
electrical energy, plus design, con- 
struction and maintenance services. 
Every kind of electrical construc- 
tion equipment needed in industrial, 
commercial and residential construc- 
tion, including built-in devices such 
as lighting, electric heating, etc. 
Power consuming equipment sold 
through electrical and appliance 
wholesalers—everything from motors 
to traffic appliances. 


How this Market Buys 


Utilities mostly buy direct from 

manufacturers who sell with their 
own sales forces or through representa- 
tives. Naturally as the Western market 
has grown more and more manufacturers 
are establishing their own plants and sales 
offices on the Coast. 


Electrical construction material nor- 
mally passes from manufacturers through 
electrical wholesale houses—then to con- 
tractors who buy and install equipment 
used in residential, commercial and most 
industrial construction. 


In the West this distribution pat- 
tern sprawls over 40% of the land 
area of the U. S. Advertising and 
other printed sales material plays a 
most infiuential part in selling in the 
1l Western States. 


Available Market Data 


ELECTRICAL WEST has available 

current “Buying Power Surveys,” a 
Fingertip Data Booklet, and statistical 
summaries from the Annual Review and 
Forecast issue. We maintain a Directory 
of Western offices and Sales Representa- 
tievs of electrical manufacturers, a West- 
ern “Where-to-Buy” product directory, a 
Directory of Electrical Manufacturers’ 
Representatives, and a Directory of West- 
ern Appliance Service and Repair Parts. 


Electrical West Serves Market 


ELECTRICAL WEST has served the 

electrical industry in the 11 Western 
States for 69 years. A McGraw-Hill pub- 
lication, member of ABC and ABP. Circu- 
lation (12/31/54): 


OI is-3:3 s<'.+. Gecto, aise es 6,219 
RUIN do cag alee « Be a 1,317 
Wholesalers, Dealers ........ 439 
Consultants, Engineers ...... 665 
Manufacturers and others .... 1,876 


ELECTRICAL WEST has twice as 
many utility subscribers in its area as 
does the leading national publication. 
It has one or more subscribers in 
leading wholesale houses. Contractor 
circulation is concentrated among 
those employing 4 or more people. 

Independent readership surveys 
consistently show ELECTRICAL 
WEST equal to or ahead of national 
magazines in this area. 


7 Advertise In Electrical West 


Over 259 manufacturers of electrical 

equipment, apparatus and supplies 
ran a total of 1088 pages of advertising in 
ELECTRICAL WEST during 1954. 


ELECTRICAL WEST 


@: A McGRAW-HILL PUBLICATION @ 


Le 
Toue* 


68 Post Street. . . San Francisco 4, California 
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connections that 








* 


IN THE PROFITABLE DAIRY INDUSTRIES 


The most complete coverage available . . . and the lowest 
cost per thousand advertising rates. No waste circulation. 
Hand picks buyers by pin-pointing separate branches in 
selective, competitive dairy markets. Individually each 
OLSEN publication is undisputed leader in the market it 
serves . effectively penetrating and influencing the 
important buying level. 


Reach your prospects regularly in the publications they read: 


THE MILK PRODUCTS JOURNAL .. . 4,128 paid circula- 
tion . . . and the ONLY monthly ABC publication serv- 
ing the industry that processes over half of the nation's 
milk into butter, cheese and other milk products. 


THE ICE CREAM REVIEW .. . 1,066 more paid subscribers 
. . . 56 more exclusive advertisers . . . and 130 more 
exclusive advertising pages than the next publication. 

THE MILK DEALER . . . 136 more advertisers . . . 99 more 
exclusive advertisers .. . and 186 more exclusive adver- 
tising pages than the next publication. 


THE DAIRY INDUSTRIES CATALOG . . An invaluable 


annual statistical and buying reference used by dairy 
plant buyers for 28 years. 


Write, Wire or Phone for Free Market Data Folders 
for All or Any of The Olsen Dairy Publications. 


BRoadway 1-1135 


THE OLSEN PUBLISHING CO. 


1445 N. Fifth St. 


Milwaukee 12, Wis. 








TOP CONTRACTORS FEEL 


THAT WAY ABOUT 


PLUMBING & HEATING 


BUSINESS 


Big volume contractors with their project 
and institutional work ... aggressive mer- 
chandising dealers who are building a 


retail business, both find in 


PLUMBING & HEATING BUSINESS 
The Only Industry Trade Paper ; 


that’s exclusively devoted to covering all aspects of their 


day-to-day business. 


Wholesalers throughout the industry read PHB to 
learn how their alert aggressive contractor customers: 
are being educated to help increase their business 


volume and profits. 


PLUMBING & HEATING BUSINESS ... TOPS WITH TOP CONTRACTORS 
Ask us for facts...not our opinion. Successive readership surveys conducted 


ul ¢, 


Ea = CIRCULATION 

- <' al ‘ 

ii, THAT's COUNTABLE 
, ‘2 


PPT, 64 ita. 
o - 
WR hi 4 
a 


by outside research organizations give the facts. They are the only surveys 
published by a publisher in this profit laden field. 


PLUMBING & HEATING BUSINESS 


130 East 59th Street ° 
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editorial index .. begins on p. 132 


distribution and profits more? . . forum, 


Feb., p. 126. 


Trends: 
Turbulent automotive industry sees a 
strong, stable 1955, Jan., p. 30. 

More growth ahead for truck fleets and 


bus operators, Feb., p. 28. 


maintenance market sees 
Mar., p. 30. 


Vast plant 
Vast pliant 


continued growth ahead, 


Heating, air conditioning and plumbing 


see good future, Apr., p. 40. 
Outlc bright for utilities, electrical 
manufacturing, May, p. 12. 
Electronics and automation future 
bright, expanding, June, p. 22. 
Under a deadly umbrella . . a new in- 
dustry is born . . cover story, by John W. 
Landis, Atomic Energy Babcock & 
Wilcox Co., Mar., p. 86. 
Warns: export or face cutback. LeTour- 


neau-Westinghouse v.p. says price-cutting, 
easy terms hike competition abroad . . 


news, May, p. 32. 


What's better 
many? Company heads tell. . 
p. 88. 


one product line or 


forum, Jan., 


* 
Publicity, public 
& employe relations 


Boy meets girl, wins her and promotes 
Allmetal Screw . . sales promotion ideas, 


Jan., p. 92. 


Communications man of the month: 
eae oe 


W. D. Kyle, Jr., 
110. 


Line Material Co., Jan., 


Clarence B. Randall, Inland Steel Co., 


Feb., p. 124. 

Henry Harnischfeger, Harnischfeger 

Corp., Mar., p. 100. 

W. W. Sebald, Armco Steel Corp., 

Apr., p. 144. 

Albert F. Hills, Crouse-Hinds Co., May, 
114, 


John J. McCarthy, General Electric Co., 
June, p. 148. 


Don’t let your company name become a 
selling handicap. New name, new logos 























. . Cooper Alloy Co. plans changes years 
ahead, Feb., p. 69. 


®'Droodles’ help sell Inland Steel's creo- 
sote oil, Mar., p. 127. 


Employe communications . . public rela- 


tions: 


GE takes employe fear out of decen- 
tralization, Jan., p. 108. 
Plant city advertising . do it con- 
sistently or not at all, Feb., p. 122. 


Do's and don'ts of publishing a good 
emplove publication, Mar., p. 97. 


How to teach employes to know your 
products, Apr., p. 142. 


When other ways fail, company pub- 
lication gets story across, May, p. 110. 


Employes rebuke oil company for boner 
. it reforms, June, p. 146. 


How movies show the product and work 
conditions, too . . problems, June, p. 16. 
®How to get distributors excited about 
your product, by Morris B. Rotman, pres., 
Harshe-Rotman, Inc., Feb., p. 70. 


‘Li Detector’ fights rumors damaging to 
Foote’s business . 
Apr., p. 76. 


- sales promotion ideas, 


“Meet the Press’ booklet makes friends for 
pipeline company 
ideas, Mar., p. 94. 


sales promotion 


What they’re doing with annual reports, 
May, p. 66. 


* 
Sales, sales promotion 
& merchandising 


Behr-Manning finds secret of maintaining 
good mail list, May, p. 142. 


Can industrial firms enforce resale price 
maintenance? Mar., p. 68. 


Company heads list ways to keep sales, 
distributor personnel working, happy . . 
forum, Mar., p. 122. 


Coupons, sample orders, timing lure deal- 
ers to push new item, by Richard J. Brown, 
adv. & sales promotion mgr., Delta Power 
Tool Div., Rockwell Mfg. Co., May, p. 134. 


Decentralize marketing and sales manage- 
ment? Industrialists differ . 
p. 154. 


. forum, June, 


Delta Tool merchandises new sales outlet 
Continued on page 142 








"Record points to 
The Wall Street Journal," 


States 

e . 
Halse Laing 
ars, ™arkable growth 


You can get MORE than volume response 


dynamic power at a high-caliber 


You don’t have to sacrifice re- 
sponse quality for response vol- 
ume. That’s the opinion of Wall 
Street Journal advertisers — who 
have experienced this publication’s 


level. If you want the same adver- 
tising dollar to give you both ex- 
ecutive coverage and pull, look first 
to the only national business daily. 


Circulation: 365,133 


THE WALL STREET JOURNAL 


NEW YORK 
44 Broad St 


Published at 
DALLAS 


9111 Young St. 


CHICAGO 
711 W. Monroe St 


SAN FRANCISCO 
415 Bush St 


July 1955 /141 








35,000 


COPIES EVERY MONTH 


Distribution 


is HIGH 


Rates are tow 


6-TIME RATE: $100 
12-TIME RATE: $ 90 


If you have a product which 
doesn’t justify a large advertising 
expenditure, yet should be brought 
to the attention of oil industry 
equipment buyers, OIL and GAS 
EQUIPMENT is your answer! 


Six insertions of a 1/9th unit 
costs just $600 total, and gives 
over 200,000 reader impressions. 
Twelve insertions costs $1,080 and 
gives over 400,000 reader impres- 
sions. Isn’t this the solution to 
your problem? 


Forms close 30 days prior to date 
of issue. 


OllLandGAS 


Equipment 





The Magazine of 
PETROCHANICS 


FOR 
e DRILLING 
e PRODUCING 
e FIELD PROCESSING 
e PIPELINE 
e REFINING 
e PETROCHEMICALS 


Published Monthly by 


THE PETROLEUM PUBLISHING CO. 
211 S. Cheyenne @ Box 1260 
Tulsa, Oklahoma 
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editorial index . . becins on p. 132 


home builders, by hard J. Brown 
adv. moar., Delta Power T D Rock 
well Mfg. C Mar., p. 6 





Demonstrate it with working models . . 


May 


that’s Viking’s sales approach, 


c9 


JZ. 


Do baby pictures bore you? Then see 
what they did for Visking, Apr., p. 66. 


Don’t let your company name become a 
selling handicap. New name, new logos 

Cooper Alloy Corp. plans changes 
years ahead, Feb., p. 69. 


®’Droodles’ help sell Inland Steel's creo- 


19 


sote oil, Mar., ; 


Engineers are scarce; how do you lure 
them to sales jobs? . . problems, Apr 


£Q 
Pp. VO. 


For creative selling . . editorially speaking 


= A 


jan., p. 114. 


Get everyone into the 


product may fail, by Richard J. Brown 
adv. & sales promotion mer., Delta Power 
Tool Div., Rockwell Mfg. Co., Apr., p. 154. 


How capital investment affects business 


tool of forecasting, by Richard W. 


Everett, and Dexter M. Keezer, Department 
ics, McGraw-Hill Publishing Co., 


tr 
i fconc 


8 


Q 
ie] 
Dp. 


How do you merchandise your advertising 


to salesmen? Admen tell methods . . prob- 


How movies show the product and work 


conditions too . . problems, June, p. 16. 


PHow to get distributors excited about 
your product, by Morris B. Rotman, pres., 
Harshe-Rotman, Inc., Feb., p. 70. 


How to handle inquiries so you help, not 


N. H 


sell, the buyer, by N. H. Hale, adv. mar., 


Sunnen Products Co., Feb., p. 68. 
®How to know today how much you will 
by Robert E. Randel, super- 


New De 


Motors Corp., Jan., 


sell tomorrow, 
visor, adv. & sales promotion 


oe 
Venerdl 


How to save time, space, money on your 
customer-prospect file. Newark Electric's 
system keeps track of just about every- 


thing, Mar., p. 71. 


How to use movies to help solve your 


oblems, May, p. 46. 


selling problems . . 








STEEL PROCESSING 


A distinctive business paper editorially 
devoted to semi-technical articles that 
are helpful to the men engaged in the 
various methods of steel processing. 
Over 8,000 (B.P.A.} monthly circula- 
tion (88.79% verified) to the men en- 
gaged in forging, heat treating, stamp- 
ing, forming and welding. Established 
in 1914 as the American Drop Forger, 
Steel Processing has been serving the 
industry for 41 years. Your sales mes- 
sage in Steel Processing will reach 
those who purchase or specify the 
quip t and supplies to be purchased 
in practically all of the independent 
forging and heat-treating plants and 
most of the larger fabricating plants 
where steel is forged, formed, stamped, 
heat treated or welded. 








The September issue will carry editorial 
relative to ‘‘The Metal Show’’ to be 
held at The Commercial Museum and 
Convention Hall, Philadelphia, October 
17 — 21st and will include the list 
of Technical Programs, list of exhibitors 
and articles of interest to both those 
who attend the show and to those who 
for some reason or other are unable to 
attend. 


Closing date for copy — August 18th. 


Regular rates will apply. Please make 
your reservation as early as possible. 


Published by 


STEEL PUBLICATIONS, 
INC. 


624 Grant Building Pittsburgh 30, Pa. 

















into 
TL 


YOUR PRODUCT 
TO YOUR 
ADVERTISING 


Provide standout identification with sparkling 
metal name plates that help dress up your prod- 
ucts, add sales appeal. Suggest your purchasing 
department get our quotations on name and in- 
struction plates, assuring quality at the right price. 


WRITE FOR FREE BOOK, “Etched or Lith- 
ographed Metal Products of Quality,” 
with color examples of our name plates. 
Send rough sketch or blueprint for 
design suggestion and quotation. 





Chicago Thrift- 
Etching Corporation 


1555 N. SHEFFIELD AVE., CHICAGO 22, ILL., DEPT. G 








SUBSIDIARY OF DODGE MANUFACTURING CORPORATION, MISHAWAKA, IND. 

















Industrial sales and advertising head up- 
ward in 1955 . . forecast, Jan., p. 61. 


Is the man a prospective buyer? Here's 
a hint . . based on a study in 26 indus- 
trial groups, Jan., p. 138. 

Loose leaf or bound catalogs? . . how to 
know which to use, Feb., p. 86. 


One product line or many .. which helps 
distribution and profits more? . . forum, 
Feb., Pp. 126. 

Pay for long-range selling . . editorially 
speaking, Mar., p. 130. 


Photocopy method makes varied parts list 
cheaply, easily, Mar., p. 75. 


Prepackaged literature, follow-up system 
boost effect of inquiries . . cover story, by 
Dale Samuelson, sales promotion mer., 
Hammarlund Mfg. Co., Apr., p. 68. 


Purchasing agent tells what he likes, dis- 
likes in salesmen . . NIAA news, May, 
p. 124. 


®Put coupon at top of ad, inquiries boom 
at International, by Paul R. Busey, dir. of 
marketing services, International Steel Co., 
May, p. 140. 

Rust-Oleum mail drive pushes  distrib- 
utors’ other products, Mar., p. 72. 


Sales promotion ideas: 
Boy meets girl, wins her and promotes 
Allmetal Screw, Jan., p. 92. 

tries new way to 


GM _ parts” unit 


strengthen distributor ties, Feb., p. 81. 


Allis-Chalmers booklets tell how to sell 
with exhibits, Mar., p. 92. 


‘Li Detector’ fights rumors damaging to 
Foote’s business, Apr., p. 76. 

One-man show gives prospects ‘tele- 
vised’ new product story, May, p. 64. 


Read it left to right or up and down, 
it still sells, June, p. 150. 


Sales tools give punch to selling, answer 
queries, save time, by John E. Hayes, adv. 
mar., Rigidized Metals Corp., May, p. 130. 


Same old antenna, new design. How to 
add value and promotional push to a 
standard product, May, p. 149. 

Selling made easy .. through manufac- 
turers’ representatives, Feb., p. 104. 


16 ways to sell your product to industry 
Continued on page 144 





Your TOP Engineering Market 


TELL THEM 
AND 

SELL THEM 
IN THE 


The AMERICAN ENGINEER 
more Registered Professional Engi- 
neers than any other magazine. 
Here is your TOP engineering market 
— 78.4% buy or specify. A mar- 
ket of influence so extensive that it 


reaches 


penetrates all phases of industry. 


The Registered Professional 
neer’s counsel is sought on processes, 
methods, equipment and materials 
— from basic research through de- 
sign, development, manufacture or 
construction. In each step his voice is 
DECISIVE in buying or specifying. 


American 
Engineer 


The magazine of the Registered Professional Engineer 
CIRCULATION OVER 35,000 — 78.4% BUY OR SPECIFY 





THE READER 








THE MAGAZINE 











His Position... 


Three-fourths of AMERICAN ENGINEER 
readers are in positions of authority — 
either as owners or partners, chief execu- 
tives, department heads or section heads, 
as shown here: 

CHIEF EXECUTIVES ...........25.7%—8,995 
DEPARTMENT HEADS. .....23.3%—8,155 
OWNERS OR PARTNERS ..12.8%—4,480 
SECTION HEADS ............12.2%—4,270 
SPECIALISTS (Industrial) 11.8%—4,130 
OTR acces! M4 QQ ATO 


100%—35,000 
His Earnings... 


A new salary survey of AMERICAN EN- 
GINEER readers substantiates their re- 
sponsible positions, as shown by these fig- 
ures: 

than $18,210 
than 11,700 

than 8,460 


10% earn more 
25% earn more 
50% earn more 


He Supervises... 


According to a recent survey, the Regis- 
tered Professional Engineer reader of the 
AMERICAN ENGINEER supervises an 
average of: 

9 Engineers 

29 Other workers 
Reach these responsible readers through 
the AMERICAN ENGINEER. 


Editorial Content... 


The Registered Professional Engineer read- 
er expects to find in the pages of his mag- 
azine, the AMERICAN ENGINEER, those 
professional articles, features and news, 
that treat non-technical engineering topics 
in the fields of industry, legislation, govern- 
ment, social transition, and economics. Ap- 
proximately one-half of the editorial con- 
tent is devoted to articles by outstanding 
men discussing subjects of current interest 
to the profession. About one-fourth of the 
magazine is devoted to “workshop” pieces. 
That is, practical articles that are im- 
portant to the reader as a professional en- 
gineer and as a businessman. 


Circulation... 


The circulation of over 35,000 (BPA) is 
national with the highest percentage in 
the Middle Atlantic states. The next high- 
est areas are East North Central and South 
Atlantic. During the past ten years cir- 
culation has more than tripled. 


Readership ... 


Surveys show that each issue has a high 
readership for regular features and de- 
partments. Also, that each issue has an 
average of 2.27 readers or a total of over 
79,000 readers per issue. 


Advertising lineage UP 186% in two years! 


To help you sell the TOP Engineering Market 


send for: 


[|] MARKET AND MEDIA INFORMATION (NIAA) 


[| A STATEMENT BY THE EDITOR 
[] INCOME AND SALARY SURVEY 
PRODUCT SURVEY 


AMERICAN ENGINEER 


Official Publication 


National Society of Professional Engineers 


1120 15th St., N.W., Washington 5, D.C. 
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Here Are A Few Reasons editorial index . . begins on p. 132 | 


by mail . . brush company shows how, | AR MERICAN ADecaLs 
| treats distributors rough . . successfully, | @ INSTRUCTIONS 
I aul ye, sales mgr., Milwaukee * @ TRADEMARKS 


by Paul J. Bringe, MAXIMUM DURABILITY wehainenlases 


Dustless Brush Co., June, p. 64. 
ess s e .e) AND ECONOMY BECAUSE @ DIALS 
" @ GAUGES 
Has -cisiinas Skil cuts promotion costs with sound slide | THEY ARE “CUSTOMIZED  aeiatainlos 
films, May, p. 146. FOR YOUR SPECIFIC NEEDS ° mevearony 
TOP READERSHIP * gemal Os 
- In The Lower They get a $5,000 sales education in 18 © GUIDES © IESPECTION © mwicaToRS © beatin 


MISSISSIPPI VALLEY weeks . . Standard Oil pays high for sales or SERVICE 
training, says ‘it's worth it,’ June, p. 74. 





For the twelve month period ending May, 
1955, Construction News Monthly published 
@ total of 1,613 pictures, which included ; | 
908 endheteb asien gictwes and 2015 What do you do with wenene requests for | 
pictures of identified personalities. | sales literature? . . problems, Jan., p. 54. 


For the twelve month period, ending May, | What makes a good space rep.? Or a bad 
1955, Construction News Monthly published > Fi _ .€ 
7,580 column inches of news and features. one? Five admen tell, Feb., p. 58. 


4 
For the twelve month period ending May, What will you have . . readership or sales 


1955, Construction News Monthly and Con- | s? by Herbert G Ahrend pres., | 
struction News (weekly) published a total nen oe a F eee 
of 18,226 column inches of bid news. Ahrend Associates, Apr., p. 63. All decal markings ar 
| 1 arc 

™ cane sage marking for Lang He 

| ‘ : ring y¢ 
For additional information phone, What's better . . one product line or many? | cific product and a ashiey nd economy. 
wire or write . , life, greater dependa gon ice available on 
Company heads tell . . forum, Jan., p. 88. | Complete design and art s 


oS D LITERATURE 


| FREE WRITE FOR SAMPLES AN 
Why distributors cut prices . . editorially | 


nc 


speaking, Apr., p. 105. | Betursats- melts il Fate mies 


NEWS MONTH LY | 4344 W Sth Ave, Dept. R, Chicago 24. 11! 
LITTLE ROCK, ARKANSAS iit exhibits 


e NOT alike! The 
h laboratory formu- 











Allis-Chalmers booklets tell how to sell with 
exhibits . . sales promotion ideas, Mar., | 


com. MINING | if you wish to reach the 
| Industrial shows, Jan., p. 142 b., p. = 


a coal trade use 
is read by 


MEN who BUY! No more ‘squares’ at trade shows, now 


it’s ‘cubic content’ . . news, Apr., p. 146. 








NEW YORK 


One-man show gives prospects ‘televised’ 
Manhattan Bidg. Whitehall Bidg. 


new product story .. sales promotion ideas, 

= | May, p. 64. for over 69 years the leading 
@ Coal Mining takes your journal of the coal industry 

sales message to buyers wherever coal | | 

is mined. Its carefully controlled circula- | | * 

tion, revised daily, guarantees you max- NIAA news 

imum advertising contact with operating 


executives, managers and supervisors CIAA honors IM’s publisher on ‘G. D. | 
i : : : 5 ; " . Fah | WANTED—ADVERTISING MANAGER with 
engaged in the production of bituminous Crain, Jr., Night’ . . NIAA news, Feb., pa a ee icemaeak dome 


and anthracite. mp; 12z. agement capacity for seasoned con- 
} sumer goods national manufacturer. 


it $s to advertise in Good salary, opportunity and with 
oa COAL MINING Drop publishers from NIAA Institute Board, profit-sharing. 
Putman urges . . news, June, p. 50. ALLIANCE RUBBER COMPANY 


Alliance, Ohio 

















J. O. Vinney. president, Speco. Inc.. 
Cleveland paint manufacturer says: “We Industrial Adv. Assn. of N. Y. celebrates 
have advertised exclusively to the min- | golden anniversary . . editorially speaking 
ing industry in Coal Mining since 1946. | Feb., p. 98. 

Results have been consistently good and 
our sales have increased steadily . . .” 











WANTED -— MANUFACTURER’S REPRE- 
Montague out as managing director of SENTATIVE selling to industry — to 
handle non-ferrous centrifugally-cast 


—" NIAA Institute .. NIAA news, May, p. 126. and machined parts. 


C OA L M j Lad 2 Mo Ohio, Mid-west and West Coast areas 


4575 Country Club Drive + Pittsburgh 36, Pa. NIAA budget study shows how industries open. Send resume to Box 510, In- 


nn dustrial Marketing, 200 E. Illinois, St., 
Serving the coal industry since 1899 








spend ad money, Feb., p. 100. Chicago 11, Il. 
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NIAA looks ahead . . editorially speaking, 
May, p. 62. 


NIAA news: 
Plan for 1 


955 conference, Jan., 


p. 96. 


Honor ‘new look’ achievements, Feb., 


p. Tih 


Ike, senators discuss CIAA plan, Mar., 
i T2372 


Beard nominated for chairman, Apr., 
p. 129. 


Scorns industrial advertising, May, p. 
121. 


Seek 1,000 new members by ‘56, June, 
p. 129. 


NIAA’s ‘new look’ on display at Washing- 
ton conference, May, p. 49. 


Where travelers can find NIAA activity . . 
NIAA news, Jan., p. 98. 


* 
Top management forum 


What's better . . one product line or many? 
Company heads tell, Jan., p. 88. 


One product line or many . . which helps 
distribution and profits more? Feb., p. 126. 


Company heads list ways to keep sales, 
distributor personnel working, happy, Mar., 
p. 122. 


Executives see good future for export. . 
how good depends on place, product, 
Apr., p. 134. 


Competition too tough to allow ad cut in 
summer, most executives assert, May, p. 
96. 


Decentralize marketing and sales manage- 
ment? Industrialists differ, June, p. 154. 


* 
Departments 


Advertising volume in business papers, 
jom., p.. 102; Feb... p. 116, Mar: -p. 2%; 
Apr., p. 94, May, p. 70, June, p. 78. 


Copy chasers, Jan., p. 79, Feb., p. 89, Mar., 
p. 103, Apr., p. 107, May, p. 87, June, p. 
89. 


Cover story, Feb., p. 108, Apr., p. 68, May, 
p. 52, June, p. 104. 


Editorial index, Jan., p. 118. 


Editorially speaking, Jan., p. 114, Feb., p. 
98, Mar., p. 130, Apr., p. 105, May, p. 62, 
June, p. 158. 

Continued on page 146 





AMM is the nation’s only ABC-audited, daily source for mar- 
ket information on metals and metal products. It is “the 
Market Authority” to nearly 11,000 paid subscribers —admin- 
istrative executives in the metal consuming and producing* 
industries. With the highest annual subscription rate ($20) of 
any other publication in its field, the readers of AMM are, 
obviously, tonnage buyers of metals and metal products and 
therefore require daily information on prices and market 
trends as a barometer for their purchasing activities. 


Ample recognition of the intense reader-interest generated 
by the editorial content of AMM is this incontrovertible fact: 
AMM carries more metal and metal products advertising than 
any other daily, weekly or monthly publication in its field — 
and at less cost per unit of space. 





8 


Ni 


* Producers of metals and metal products are fre- 
quently also important consumers of other metals. 
In 1954, for example, producers of galvanized steel 
sheets and job galvanizers consumed nearly 400,000 
tons of slab zinc or about 4514 per cent of the total 


slab zinc consumption in the U.S. 


AMERICAN METAL MARKET 
18 Cliff Street, New York 38, New York 


Since 1899 The Daily, Newspaper of the Steel and Metal Industries 








INDUSTRIAL HEATING 


PITTSBURGH 


1400 UNION TRUST BLDG. 


19, PA. 
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WANT TO SELL 


Pacific Northwest 


BUSINESSMEN? 


When you want to sell prospects 
in the Pacific Northwest — 
advertise in the paper that gives 
them the news they want... . 
the Portland Daily Journal of 
Commerce. 


NOt y 


Complete Business News 


For 61 years the Daily Journal 
of Commerce has built a reputa- 
tion among businessrnen in Ore- 
gon, southern Washington, Idaho 
and northern California as the 
one source of complete Pacific 
Northwest business news. 


wns 


Rates are low. Send for sample 
copy — start selling this multi- 
million dollar market now. 





Low seamen wiles 


Daily Fexsnabef€ommerce 


711 Southwest 14th Ave. 
Portland 7, Oregon 


Working Tool of 
Pacific Northwest Business 





From Abattoirs to... 
Zoological Gardens 


6,000 
POLK PROSPECT 
LISTS 


And every list is accurately com- 
piled from source information 
available nowhere else. Busi- 
nesses, trades, professions, auto- 
mobile and home owners are in 
Polk’s list files . . . ready for your 
use in contacting the specific pros- 
pects you or your clients want to 
reach. Send coupon below for de- 
tails about Polk Prospect Lists of 
GUARANTEED ACCURACY. 


1 
| Please send me, without charge, your I 
| CATALOG of PROSPECT LISTS ; 
| 
| 
| 
| 
| 
| 


| Name —_—e. 





Address 











R. L. POLK & CO. 
Dept. IM 
431 Howard St « Detroit 31, Michigan 
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editorial index . . begins on p. 


Employe communications . . public rela- 


tions, Jan., p. 108, Feb., p. 122, Mar., 


i 
97, Apr., p. 142, May, p. 110, June, p. 146. 
From Washington, Jan., p. 24, Feb. 22 
Mar., p. 22, Apr., p. 18, May, p. 24 ne 
os. Se. 
IM gallery, Jan., p. 116, Feb., p. 115, Mar., 
p. 142, Apr., p. 104, May, p. 116. 
Industrial shows, Jan., p. 142, Feb. 147 
Mar., p. 139, Apr., p. 165, May, p. 155 
June, p. 163. 
Letters to the editor, Jan., p. 8, Feb 8 
Mar., p. 8, Apr., p. 6, May, p. 4, June, p. 4. 
News, Jan., p. 40, Feb., p. 46, Mar., p. 48 
Apr., p. 24, May, p. 32, June, p. 42. 
NIAA news, Jan., p. 96, Feb., p. 111, Mar. 
p. 117, Apr., p. 129, May, p. 121, June 
Problems in industrial marketing, Jan., 
54, Feb., p. 58, Mar., p. 62, Apr., p. 58 
May, p. 46, June, p. 16. 
Sales promotion ideas, Jan., p. 92, Fel 
p. 81, Mar., p. 92, Apr. 76, May, p. 64 
une, p. 150. 
Top management forum, Jan., p. 88, Fel 
p. 126, Mar., p. 122, Apr., p. 134, May, F 
96, June 
Trends, Jan., p. 30, Fe 8, Mar., p. 30 
Apr 40, Ma 8, Pp; 22 
Which ad attracted more readers? Jan., 
. 99, Feb., p. 80, Mar., p. 76, Apr., p. 72, 
May, p. 82, June, p. 54. ° 


Advertiser changes.. 


James L. Emerson . . former advertising 


asnecer Gearse & homneon arr 
manager, Weorge »o. inompson VOTp. 


been named ito the newly created post 


assistant manager, sales development 


partment, Chicksan Co., Brea, Cal. 


J. N. Bauman . . former vice-presiden 
sales, White Motor Co., Cleveland, 
been named executive vice-president 
will head the Wh Truck [ 


t of 
has 


and 

















SEND | TT 
FOR THIS 
BOOK ; = 


oo ae 


GET THE FACTS ABOUT THE 
WORLD'S BIGGEST MARKET! 


b» Read about the keys that open 
82,968 doors in the multi-bil- 
lion dollar construction market. 
Get the free, new ACP booklet, 
“The Key .. .”’, by writing: 

Gordon L. Anderson, Sec’y. 
ASSOCIATED CONSTRUCTION 
PUBLICATIONS 
1022 Lumber Exchange Bidg., Minneapolis 1, Minnesota 


ASSOCIATED CONSTRUCTION PUBLICATIONS 




















CONSTRUCTION MID-WEST CONTRACTOR 
Roanoke, Virginia Kansas City, Missouri 
CONSTRUCTION BULLETIN MISSISSIPPI VALLEY 
Minneapolis, Minnesota CONTRACTOR 


St. Louis, Missouri 


NEW ENGLAND CONSTRUCTION 
Boston, Massachusetts 
CONSTRUCTIONEER 
South Orange, New Jersey y ty 
consTRUCTiON NEWS Denver, Colorado 
Y 
Little Rock, Arkansas ry hey 
DIXIE CONTRACTOR 
Atlanta, Georgia TEXAS CONTRACTOR 


Dallas, Texas 
MICHIGAN CONTRACTOR 
& BUILDER WESTERN BUILDER 
Detroit, Michigan Milwaukee, Wisconsin 








CONSTRUCTION DIGEST 
Indianapolis, Indiana 

















Los Angeles, California 
































Have you seen the 


NEW 


PIT and QUARRY 
> 


New Cover 
New Format 


New Features 


If you haven’t ... . write for copy 


of current issue 


PIT and 
QUARRY 


431 S. Dearborn St., Chicago 5 
ABC * BPA * NBP 


























editorial 


July through December 1955 


index 





“i 


Industrial Marketing offers an index of editorial contents for the past six months. The index 


is published every January and July. ®indicates reprints are available. 


Author’s index 





Allen, Robert E., pres., Fuller & Smith & 
Ross. How would you select.an industrial 
advertising agency? . . IM asks an agen- 


cy president, Dec., p. 82. 


Andrews, George, dir., pub. rel. & adv., 
E. D. Bullard Co. Hard-headed, hard- 
. NIAA 


hitting campaign sells hard hats . 
Topper, Sept., p. 96. 


Brown, James W., adv. mgr., Detroit Diesel 
Engine Div., General Motors Corp. What 
do your customers read? General Motors’ 
diesel division asked this question of 


5,000 customers who recently bought, 


Brown, Richard J., adv. & sales promotion 
mgr., Delta Power Tool Div., Rockwell 
Mfg. Co. Packaging makes it easier to 
buy, hikes multiple sales, July, p. 108. 


Brown, Richard J., sales promotion mgr., 
U. S. Plywood Corp. 
Film your distributor sales training 
school, and cut costs, Sept., p. 186. 


What is sales promotion? Nov., p. 116. 


Buckfire, Phil, ed., “Reo News,” Reo Mo- 
tors, Inc. Product-in-use photos can put 
sales wallop in your customer magazine, 
Dec., p. 108. 


®Christian, Richard C., dir. of research, 
Marsteller, Rickard, Gebhardt & Reed. 3 


sins of business paper selling, Oct., p. 74. 


Clark, J. A., Educational Adv. Section, 
E. I. duPont de Nemours & Co. How to 
win friends and ‘influence engineering stu- 
dents . . NIAA Topper, Sept., p. 108. 


Cornejo, O. S., export acct. supervisor, 
The Worthington Corp. Centralized con- 
trol of export advertising . . how it works, 


Nov., p. 98. 


Daugherty, C. J., pres., Sanymetal Prod- 
ucts Co. It's the little things that count in 


selling quality . . NIAA Topper, Sept., p. 


106. 
DeVries, R. G., pres., Northern Industrial 


Supply Co. 


The confessions of an industrial dis- 
tributor, Nov., p. 77. 


A distributor says . . Want me to sell 
your new line? Here’s how to convince 


me, Nov., p. 87. 


DeWolf, John W., v. p., G. M. Basford Co. 
How Starch, Readex findings differ on the 
same ads, July, p. 64. 


Donahue, J. Howard, secy. & gen. sales 
mgr., Pioneer Steel Ball, Inc. Need a 
manufacturers’ agent? Ask your customers 
. write them a letter . . you'll be sur- 


prised by the response, Oct., p. 138. 


Dupre, George, mgr., adv. & sales promo- 
tion, National Engineering Co. How to 
tailor catalogs to fit your markets. . NIAA 
Topper, Sept., p. 70. 


Duvall, J. A., adv. sup., A. O. Smith Corp. 
Research . . what can it do for industrial 


advertising? Dec., p. 104. 


Elfenbein, Harold, adv. mgr., Parker-Kalon 
Div., General American Transportation 
Corp. 

Are you a name forgetter? .. one 


man’s way to end it all, July, p. 67. 


The printed matter monster . . is it real 


or fancied? . . cover story, Nov., p. 85. 


®Graf, Glenn W., mgr., adv. & sales pro- 
motion dept., Le Roi Div., Westinghouse 
Air Brake Co. Le Roi finds the farm is an 
industrial market . . but selling its irriga- 
tion engines presents complex problems, 


Oct., p. 142. 


Griffith, William H., adv. specialist, Kaiser 

Aluminum & Chemical Corp. Dollars-and- 

cents ads sell aluminum as machine stock 
. NIAA Topper, Sept., p. 72. 


Harris, David H., asst. adv. & sales pro- 
motion mgr., Burndy Engineering Co. How 
to transform engineers into writers. You 
can cajole, embarrass and spy on them 
successfully, Oct., p. 116. 


Harty, H. A., adv. mgr., Wolverine Tube 

Div., Calumet & Hecla, Inc. 
How to catch customers with your di- 
rect mail drive. Mouse traps, snap 
Continued on page 126 





The ONE impression power 
that sparks progressive 
railroading ! 


NOW! 6 NEW features 
giving even GREATER 
editorial and advertis- 
ing IMPACT! 


1. ENLARGED EDITORIAL STAFF 
Now EIGHT full-time editors- 
including famed railroad writ- 
er Nancy Ford, our new Spe- 
cial Features Editor. Also 
exclusive correspondents in 
Washington, Pacific Coast and 
Europe. 


2. CLEARER WRITING 
Robert Gunning Associates 
counsels Modern Railroads’ 
staff on “Clear Writing.” 

3. R. O. EASTMAN 
Editorial Readership Research 
now employed exclusively by 
MODERN RAILROADS in 
the railroad field, 


4. STARCH ADVERTISING 
READERSHIP REPORTS 
Now available exclusively in 
the railroad field through 
MODERN RAILROADS. 


5. ANEW KIND OF PROMOTION 
PACKAGE 

Merchandises advertising to 
company salesmen—most im- 
pressively. 4-color folder—dis- 
play easels—advance industry 
and personnel news—all sent 
direct to salesmen. 


6. INCREASED CIRCULATION 
COVERAGE. 
22,513-BPA audit. More than 
DOUBLE the coverage of any 
other railway publication. 
Greater WORLD WIDE Cov- 
erage, too... and ALL at the 
lowest cost per thousand, ALL 
KEY readers! 


Exceptional Editorial Achievements 
Plus Dominant, “Key Man Only” 
Coverage makes Modern Railroads 
the KEEN ADVERTISER’S CHOICE. . 


Today more advertisers invest 
more dollars — issue by issue — 
in Modern Railroads, than in Any 
Three Other Railway Publications 
Combined! Write! for newly-re- 
vised NIAA Media and Market 
outline. 


NBE 
MODERN RAILROADS 7% 


201 N. WELLS STREET CHICAGO 6G, ILL 
PHONE: STate 2-4121 
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EDITORIAL INDEX. . 
continued from p. 125 


fasteners do the job for 
Nov 24. 


Wolverine 


Rolling along with Wolverine . . tc 


promotion NIAA Toppe 


12. 


Heymann, S. E., mgr., adv., sales promo- 

tion & market research, Signode Steel 

Strapping Co. Should you increase your 
iff? Dec., p. 69. 


Hill, Robert G., adv. mgr., Columbia- 

Geneva Steel Div., U. S. Steel Corp. How 
revive a neglected market for $6,140 
NIAA Topper, Sept., p. 88. 


Hoffman, Fred L., sales promotion mar., 
Lewis-Shepard Products. Okay, Copy 


} 
hasers I 


heres your answer. Hustle, n 





nquiries alone, makes Lewis-Shepard ad 
mpaign a big winner . . NIAA Toppe 


RHummel, Francis E., asst. to exec. v.p., 
Bryant Chucking Grinder Co. SIC and 
inquiries . . how to combine them to find 


10 
U 


wn 


Insley, R. E., industrial equip. & industry 
adv., Apparatus Sales Div., General Elec- 


tric Co. If you have a big story . . tell 


mn + hin woy 
in) I DIG way 


Junggren, Oscar H., adv. mgr., Patent 
Scatfolding Co. increase a 
tising effectiveness by 46% .. NIAA 


Kachigan, M. S., adv. mgr., Ladish Co. 


Tie a Dipie for industry 


NIAA Topper, Sept., p. 74. 


Kidder, Nathaniel, mgr., Market Re- 
search & Sales Analysis Div., Jones & 
Lamson Machine Co. Your industry in- 


ventory can lead you to the ripest mar 
kets, Aug 74, 


Kopecki, Ernest S., mgr., pub. rel. & pro- 
motion, Selas Corp. of America. 17 


steps 


to success in 


launching new product 
NIAA Topper, Sept., p. 76 

Lonergan, T. L., mgr., adv. & sales pro- 
motion, Sciaky Bros., Inc. Sciaky shows 
how to move int 


new markets NIAA 


Topper, Sept., p. 67. 

Lundblom, R. G., adv. mgr., Universal 
Form Clamp Co. Picture postcards . . you 
can win distributor support with an idea 
like this, Nov., p. 92. i 


McKibbin, J. M., group v.p., Consumer 
Products, Westinghouse Electric Corp. In- 
dustrial advertisers must seek customers, 
not sales, Oct., p. 96. 
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Muller, Frank B., adv. & sales promotion 
dept., General Electric Co. How to sell 200 


oroducts with one ad campaign NIAA 


i 
Topper, Sept., p. 77. 

Oldham, H. H., asst. dir. of adv., Republic 
Steel Corp. If you can't push 
quality 
award, Sept., p. 129. 


product 


NIDA 


what can you push? 


Pavitt, Matthew A., distribution mgr., 
Sweet's Catalog Service. Catalogs 
how to distribute them for best results 
Dec., p. 94 


Redding, Winfield L., pub. rel. acct. super- 
visor, Ketchum, MacLeod & Grove. How 

yet more and better case 
views, Nov., p. 138. 


study inter 


St. Thomas, C. E., mgr., adv. & sales pro- 
motion, Carboloy Dept., General Electric. 


= 


Got a complex story to tell? Carboloy 

es it with ads, N 44 
Ready, s¢ Timing s s s 
cess f Ca NIA Topper! 
Se 100 


Stork, Franklin L., Jr., dir., Creative Sales 
Development, Fetter Printing Co. Small 


oa 


space aas pull retter lt I 1 1e¢e% 
TTR ROT . ° - >7 
NiAA per Het I 5 


Venezian, Angelo R., asst. to dir. of adv., 


McGraw-Hill Publishing Co. Here's what 
is happening to business paper advertis 






ec 


Wilkie, Robert H., merchandising mar., 






New Departure Div., General Motors 
Corp. Group selling. To make a sale, the 
seller had I juctior 
Ir sales ir 

t ne ar >‘s h > 


Wilks, Paul A., marketing mgr., Perkin- 
Elmer Corp. H picl 


~aoncy N 
wWency, iv 


icked an industria 


Williams, Bradley P., mgr., Public Infor- 
mation Dept., Masonite Corp. Tags and 
a jJuarantee beat prejudice 1gainst oe; 


uct, July, p. 68. 


Company Index 





Air Reduction Co. The Airco story. Air 
Reduction Co. reverses the usual order of 
primary advertising objectives by putting 
the role of backing up the sales force in 


first place . . an IM case study . . cover 


Alvey-Ferguson Co. How to change your 


name and keep it, too, Oct., p. 128. 


American Tractor Corp. The great dis- 


tributor hunt . . NIAA Topper, Sept., p. 94. 


Angier Corp. Ad coupon invites inquiries 





by SIC classifications, Aug., p. 68. 


Armour & Co. 
Armour Industrial Soap Dept. transforms 
dismal sales failure into big success . . 
Putman award, Sept., p. 64. 


NIAA Topper award for creating de- 
mand for besic commodity (big com- 
pany), Sept., p. 65. 
Barry Controls. 42 trade show exhibits for 
the price of none. Unusual promotional 
venture shows new product in use, Nov., 
112 


George W. Borg Corp. How to create ac- 
ceptance and demand with advertising . . 
NIAA Topper, Sept., p. 102. 


Breuer Electric Mfg. Co. 80 sales out of 100 
leads are claimed for Breuer Electric ex- 
hibit, Aug., p. 67. 


Burton Browne Advertising. Bees, keys, 


pistols and pens personalize agency’s 
memos .. sales promotion, Sept., p. 166. 


PBryant Chucking Grinder Co. SIC and 


inquiries how to combine them to find 
new markets, by Francis E. Hummel, asst. 


exec. v.p., Bryant Chucking Grinder Co., 


E. D. Bullard Co. Hard-headed, hard-hitting 
NIAA Topper, 
by George Andrews, dir., pub. rel. & adv. 
E 96. 


campaign sells hard hats.. 


E. D. Bullard Co., Sept 


Butler Mfg. Co., Steel Buildings Div. 750 


salers learn gospel at super sales show, 


Nov., p. 80. 
Cambridge Wire Cloth Co. Cambridge 


NIAAA T 
N A 


catalog shows em... NIA pper, vept., 


} 


Caterpillar Tractor Co. $500,000 exposition 


lures 500 Caterpillar dealers, reps, July, 
199 
iZd. 


Milling Machine Co. Film 


obsolete machines with new 


Cincinnati 
fantasy fights 


weapon, Aug., p. 69. 


Columbia-Southern Chemical Corp. How 
technical literature solved a tough sales 
problem . . NIAA Topper, Sept., p. 68. 


Cummins Engine Co. Cummins builds mer- 
chandising feat with ‘standardization.’ It's 
a big story, so they tell it big . . with 12 


page insert, Oct., p. 170. 


Delta Power Tool Div., Rockwell Mfg. Co. 
How small space ads sell one idea to 
many people NIAA Topper, Sept., 


p. 80. 


Packaging makes it easier to buy, hikes 
multiple sales, by Richard J. Brown, 
adv. & sales promotion magr., Delta 
Power Tool Div., Rockwell Mfg. Co., 
July, p. 108. 








Detroit Diesel Engine Div., General Motors 
Corp. What do 
General Motors’ diesel division asked this 


your customers read? 
question of 5,000 custoiners who recently 
beught, by James W. Brown, adv. mar., 
Detroit Diesel Engine Div., General Motors 


Corp., Oct., p. 108. 


Direct Mail Advertisers Association. Plan 
your direct mail in advance . 
That's the 
Pont, American Air Filter admen, Oct., p. 
126. 


. or you're 


dead. word from Alcoa, Du 


Du Pont Co. of Canada, Du Pont pokes fun 
at screwy 


Oct, Bp. 154. 


customer in mail campaign, 


E. I. du Pont de Nemours & Co. , 
Du Pont goes fishing with advertising 


. . NIAA Topper, Sept., p. 71. 


How to win friends and influence en 
gineering students . . NIAA Topper, by 
J. A. Clark, Educational Adv. Section, 
E. I. du Pont de Nemours & Co., Sept. 
p. 108. 


Target: customers’ customers bulls-eye: 
campaign pulls 12,500 in 
NIAA Topper, Sept., p. 78. 


Pont 


quiries . 


Fetter Printing Co. Small space ads pull 
. NIAA Topper, 
Stork, Jr., dir., 


pment, 


Fetter out of a deep rut. 
by Franklin L. Creative 
sales Devel Fetter 


.. oS. 


Printing Co., 


Four Wheel Drive Auto Co. Small com- 
pany's low-cost show competes with GM's 
Powerama. It’s David vs. Goliath as Four 
Wheel-Drive tent show seeks sales, Oct. 
p. 202. 


General Electric Co. 
Got a complex story to tell? Carboloy 
does it with ads, by Charles St. Thomas, 
mogr., adv. & sales promotion, Carboloy 
Dept., Nov., p. 144. 


General Electric, 


How to sell 200 products with one ad 
. . NIAA Topper, by Frank B. 


Muller, adv. 


campaign 
& sales promotion dept., 
Sept., p. 77. 


General Electric Co., 


If you have a big story . . tell it in a 
NIAA Topper, by R. E. 
Insley, industrial equip. & industry adv., 
Apparatus Sales Div., General Electric 


Co., Sept., p. 73. 


big way 


Ready, set, go! Timing spells success 
. . NIAA Topper, by C. E. 
St. Thomas, mgr., adv. & sales promo- 
tion, Carboloy Dept., 


Co., Sept., p. 100. 


for Carboloy 


General Electric 


General Motors Corp. 
GM's ‘Powerama’ to dramatize indus- 


trial power to public, July, p. 109. 


A post-mortem on Powerama, Nov., p. 
134, 
Continued on page 128 








Director of Sanitation 
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Sanitarian 

Supt. of Maintenance 
Sanitation Superintendent 
Director of Quality Control 
Service Manager 

Safety Director 

Supt. of Buildings & Grounds 
Housekeeper 

Executive Housekeeper 
Plant Manager 

Works Manager 

Plant Engineer 

Industrial Hygienist 
Special Health Officer 
Plant Superintendent 
Supervisor of Planning 
Technical Director 
Research Director 

Director of Maintenance 
Supervisor of Plant Cleaning 
Food Service Manager 








100 TITLES 


AND BILLIONS IN PURCHASING POWER 


He is the man who protects health, property and products 
in Commercial, Institutional and Industrial Buildings. He 
is actually the ‘Sanitarian,’ but his title varies with the 
type of activity he protects. A few of his many titles are 
shown at the left. 


WHAT DOES THE SANITARIAN BUY? Surveys show 
that ‘‘Modern Sanitation” is read by 15,712 executives 
who supervise sanitation in 126,000 plants. Their direct 
purchases amount to nearly two billion dollars per year. 
Their recommendations account for several billion more. 

Besides buying detergents, soaps, floor compounds 
and coverings for floors and walls, the reader of Modern 
Sanitation is an important factor in the buying of the 
following equipment: 


AIR CONDITIONING 
DRINKING FACILITIES 
FLOOR MACHINES 
LAVATORY EQUIPMENT 


PLUMBING FIXTURES 
REFRIGERATION 
RESTAURANT EQUIPMENT 
WASH ROOM EQUIPMENT 


A survey of readers of Modern Sanitation showing the 
annual purchases in more than 20 major product classi- 
fications is available. 


“odou SANITATION 


A POWELL PUBLICATION 


855 Avenue of Americas, New York 1, N. Y. BRyant 9-0499 | 








# MARKE | 
ANALYSES 


Many detailed and factual 
market analyses are offered 
by business paper publishers. 
You can get them by referring 
to your /956 














Advertisers get the BEST COVERAGE 


of the Industrial Heating, Forging, Steel Plant 


and Heat Treating Markets through . . . 


INDUSTRIAL HEATING 





and more manufacturers selling these markets use I. H. than any other publication! 


Reach over 18,000 operating Executives, Plant 
Superintendents, Foremen, Production Managers, 
Plant Engineers, Metallurgists, Chemists, 
Engineers, Heating Specialists and Heat-Treaters 
through |. H. Industrial heating, as a market, 
is now entering a period where industry is re- 
appraising all manufacturing operations that in- 
volve the use of heat, with a view of immediate 
and extensive replacement by modern equip- 
ment... and /. H,. reaches every man con- 
cerned with industrial heating operations .. . 
100% coverage, regardless of classification. 


I. H. Produces Results . . . Because /. H. is the 
only publication editorially specializing 
the industrial heating processes and equipment Valves... 
needed in the manufacture, finishing, processing 
and heat treatment of metals, advertisers have 
found that even when the cost of single units Retorts | Handling Devices . Conveyors 
is relatively high, |. H. can and does move prod- 
ucts economically in these classifications. 


On the right is a partial list of the products /. H. 
has successfully sold. Write today for specific 
recommendations on how to sell your products 


most effectively through /. H. 


INDUSTRIAL HEATING ¢ 1400 Union Trust Bidg., Pittsburgh 19, Pa. 


Fuel sell them through 





If you make these products 


INDUSTRIAL HEATING 


Industrial Furnaces of all kinds . . Heat 
Treating Furnaces . . Forging Furnaces 
Melting Furnaces .. . 


Billet Heating Furnaces 


Draw Furnaces 

Normalizing 
Furnaces . . » Galvanizing Furnaces 
Soaking Pits 
Open Hearth Furnaces and Accessories 
Recuperators . Golvanizing Kettles 
Rod Bakers . Dryers . Industrial Ovens 
Air Heaters . Dust Collectors . Ventilating 
Equipment Spray Booths Kilns 
Induction Heating . Burners . Pyrometers 


. Annealing Furnaces 


Industrial Thermometers 
Gauges and Meters Controllers 
Thermocouples Heat Exchangers 
Heat- and Corrosion-Resistant Alloys 
Blast Gates Retractaries Insulation 
Insulating Refractories ..... Fans 
Exhausters Blowers . Boosters 
Carburizing Boxes Melting Pots 
Sait Baths 

Quenching Machines 


Compounds . Heat Treating Compounds 


Immersion Hecters 
. Quenching 


Fuels .... Fuel Pumps... . Strainers 


[CCA 




















5.25 readers per copy was the an- 
swer to the following question in a 
recent readership survey. “How many 
people besides you read your copy of 
Construction Digest?” 


Of 1,020 questionnaires distributed, 
381 or 37.4 percent were returned! This 
tremendous reaction proves that readers 
of construction publications read and act 
on the information contained in Con- 


struction Digest. 


Project this ratio throughout the entire 
circulation and you get a total of over 


45,000 readers in the $7-billion annual 


Names of respondents 
available on request. 


5.25 READERS PER COPY 
OF CONSTRUCTION DIGEST!" 


In a $7-billion annual construction market 











construction market of Illinois, Indiana 
and Ohio. (Including Northern Kentucky 
and St. Louis trading areas.) 


To get your share of the annual 7- 
billion dollar Tri-State treasure, USE Con- 
struction Digest—where reader interest 
is highest . . . where reader action is 
greatest! 


*From a readership analysis by Industrial 
Research, Indianapolis, Indiana. 





Co 


|: PUNTER | [ {] 
~ <4 


ip fF itt. | ino. | onto 





ns Sur 
Construction [)iGEst 


Over 8800 Readers 





128 / Industrial Marketing 


Indianapolis 


catalogs 


C 





EDITORIAL INDEX. . 


continued from p. 127 


Powerama industrial show for mil- 
lions, Oct., p. 78. 


Hertz Corp. How to answer customers who 
call you a $&%*—! Complaints? Train 
your sales staff to handle them this way 


. sales promotion, Aug., p. 76. 


The Iron Age. ‘The Iron Age,’ first indus- 


ial paper, celebrates centennial, July, p. 


199 


Kaiser Aluminum & Chemical Corp. Dol- 
lars-and-cents ads sell aluminum as ma- 
NIAA Topper, by William 


specialist, Kaiser Alu- 


thine stock 
— ‘ 
Griffith, aav. 


minum & 


Chemical Corp., Sept., p. 72. 


Kearney & Trecker Corp. 
Kearney & Trecker’s giant ad packs ‘em 


in at tool show news, Oct., p. 65. 


Tool lease growing, AMA told. Trecker 


ells marketing men that 24 industrial 





are now leasing machinery 


. news, July, p. 3 
Ladish Co. How to write a ‘Bible’ for in- 
justry Topper, by M. S. Kach- 
jan, adv. Ladish Co., Sept., p. 74. 





RLe Roi Div., Westinghouse Air Brake Co. 
Le Roi finds the farm is an industrial mar- 


3 its irrigation engines 





problems, by Glenn W. 





araf, mgr., adv. & sales promotion dept., 


XAT - 


Westinghouse Air Brake Co., 





Lewis-Shepard 


Products. Okay, Copy 


yhasers, here’s your answer, Hustle, not 


r 2s alone, makes Lewis-Shepard ad 
campaign a big winner . . NIAA Topper, 
r Fred L. Hoffman, sales promotion mar., 


Lewis-Shepard Products, Sept., p. 75. 


Line Material Co. Line Material learns how 


to keep salesmen (sort 


10 


iUo. 


of) happy, Dec., 


RLink-Belt Co. How a 29-man ad depart- 
ment builds campaigns for Link-Belt, July, 


Machinery & Allied Products Institute. 
Study shows 50% increase in capital 


spending by 1965, Sept., p. 194. 








Masonite Corp. Tags and a guarantee 
beat prejudice against a product, by Brad- 
ley P. Williams, mgr., Public Information 


Dept., Masonite Corp., July, p. 68. 


Minnesota Mining & Mfg. Co. Loaded 


lice, films, samples help 3M train dis- 


gal eed ee 
tributors, Oct., p. 122 






National Engineering Co. How to tailor 


to fit your markets NIAA 


by George Dupre, mgr., adv. & 
Continued on page 129 





sales promotion, National Engineering Co., 


Sept., p. 70. 


New Departure Div., General Motors Corp. 
Group selling. To make a sale, the 
seller had to convince design, produc 
tion’and sales engineers (and the p.a., 
too) within one company. Here’s how 

, by Robert H. Wilkie, merchandising 
mogr., New Departure Div., General 
Motors Corp., Oct., p. 146. 


More group selling . . sales team meets 


customer team, Aug., p. 72. 


New York Belting & Packing Co. 
Distributors undergo a change .. NIDA 
award, Sept., p. 124. 


Recipe for a ‘good will’ ad . . NIAA 
Topper, Sept., p. 69. 


Northern Industrial Supply Co. The con- 
fessions of an industrial distributor, by R. 
G. DeVries, pres., Northern Industrial Sup- 
ply Co., Nov., p. 77. 


Patent Scaffolding Co. How to increase 
advertising effectiveness by 46% .. NIAA 
Topper, by Oscar H. Junggren, adv. mar., 
Patent Scaffolding Co., Sept., p. 84. 


Perfection Steel Body Co. It's ‘elementary’ 
blueprint makes successful industrial 
ads, Nov., p. 94. 


Perkin-Elmer Corp. How we picked an in- 
dustrial agency, by Paul A. Wilks, mar- 
keting mor., Perkin-Elmer Corp., Nov., 
p. 105, 


Producers’ Council. 45 building product 
exhibits travel in one truck, Nov., p. 130. 


Pyramid Electric Co. Broadened line, un- 
usual ads, redesigned package hike sales 
. . Pyramid Electric's aggressive merchan- 
dising hikes volume 670%, Oct., p. 129. 


Reo Motors, Inc. Product-in-use photos can 
put sales wallop in your customer maga- 
zine, by Phil Buckfire, ed. "Reo News,” 
Reo Motors, Inc., Dec., p. 108. 


Republic Rubber Div., Lee Rubber & Tire 
Corp. Republic puts all its eggs in one 
basket . . successfully . . NIDA award, 
Sept., p. 138. 


Republic Steel Corp. If you can’t push 
product quality . . what can you push? .. 
NIDA award, by H. H. Oldham, asst. dir. 
of adv., Republic Steel Corp., Sept., p. 
129. 


Reynolds Metals Co, 
®The Reynolds Metals story, Oct., p. 
82. 


Reynolds sales training head shows 
way to new market. . sales promotion, 
Aug., p. 76. 


Sanymetal Products Co. It's the little things 
Continued on page 130 











KITCHEN 
CABINET 


Everything and the kitchen sink 
is the way the modern 
merchandising plumbing-heating 
contractor views his business 
today. Of 22,000 contractors 
who operate retail stores, 

more than 15,000 sell kitchen 
cabinets, and an increasing 
number are in the compiete 
kitchen business. These 
contractors-turned-merchant 
have moved to meet the 
markets of today —selling with 
vigor, imagination and the 
aggressive desire to find 
profits. Their spirit makes a 
market with money for makers 
of products meant for the 
home. Part of it may be yours. 
To find out how to reach 

it —call on PHB, the magazine 
that sells best because it 

tells readers most 

about their business. 




















Write for your copy of 
the “Merchandising Contractor” 


—latest report of a continuing 
study by PHB! 


“A profit-packed circulation that's countable” 


PLUMBING & HEATING BUSINESS 


130 EAST 59th STREET +- PLAZA 3-9177 + NEW YORK 22,N.Y. 
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INQUIRIES 


ARE A WONDERFUL THING 
* 


e¢@e@8 


(a) They Come from 
Good Prospects 


(b) They Don’t Cost too 
Much to Secure 


is pulling over 


INQUIRIES 
per month 


as follows: 
Engineers 
Contractors 
Superintendents 
Foremen 
Purchasing Agents 
Miscellaneous 
Geologists & Chemists 
SEI 6.5% 


LOW COST: 
Six insertions of a 1/9 page unit 
total only $720, and make 200,- 
000 reader impressions. Thus ad- 
vertisers benefit not only from a 
low cost per unit, but an amaz- 
ingly low cost per 1,000 readers 
. . possible because we have the 
lowest rates and highest circulation 
to the right people. 


Equipment 


The Magazine of 
PETROCHANICS 


FOR 
e DRILLING @ PRODUCING 
e FIELD PROCESSING 
e PIPELINE e REFINING 
@ PETROCHEMICALS 


Published Monthly by 


THE PETROLEUM PUBLISHING CO. 
211 S. Cheyenne e@ Box 1260 
Tulsa, Oklahoma 








130 / Industrial Marketing 











EDITORIAL INDEX. . 


continued from p. 129 


that count in selling quality NIAA 
Topper, by C. Daugherty, pres., Sany- 


] 
metal Products Co., Sept., p. 106. 


Sciaky Bros., Inc. Sciacky shows how to 
NIAA Topper, 


& sales pro- 


move into new markets. . 
by T. L. Lonergan, mar., adv. 


motion, Sciaky Bros., Inc., Sept., 


Selas Corp. of America. 17 steps to success 
in launching new product .. NIAA Topper, 
by Ernest S. Kopecki, mgr., pub. rel. & 
promotion, Selas ( f America, Sept. 
76. 

Signode Steel Strapping Co. Should you 
increase your sales staff? by S. E. Hey- 
mann, mor., adv., sales promotion & mar- 
ket research, Signode Steel Strapping ( 


Dec., p. 69. 


Simonds Saw & Steel Co. Simonds spells 
out tor rvices to boost prestige 


. NIDA award, Sept., p. 134. 


A. O. Smith Corp. A. 


versifying as more 


. Smith keeps di- 
profits beckon: 
How marketing is organized at A. O. 


Smith Corp., Nov., p. 88. 


L. S. Starrett Co. Sell the product first, the 
distributor second . . NIDA award, Sept., 


p. 128. 


c ceil 
oterlng 


Sterling Grinding Wheel Co. 


shows there’s no substitute for straight 


talk . . NIDA award, Sept., p. 130. 


Sun Oil Co. Pin your hopes on automation, 
Sun Oil Co. 


communications, Aug., p. 94. 


tells employes . employe 


Sweet's Catalog Service. Catalogs 
how to distribute them for best results, by 
Matthew A. Pavitt, distribution mar., 


Sweet’s Catalog Service, Dec., p. 94. 


Sylvania Electric Products. Sylvania pops 
. world's biggest flash photo, July, p. 67. 


Synthane Corp. New twist in Christmas 
greetings. Reindeers of Synthane plastic 
make hit with customers, kids, Oct., p. 191. 


Texas Illinois Natural Gas Pipeline Co. 
New, fast way to send visual material 


thousands of miles, Dec., p. 81. 


Trade Ways, Inc. Univac finds territorial 
sales potential, Oct., p. 206. 


Tube Turns, Inc. Four ways to sell dis- 
tributor services through advertising 


NIDA award, Sept., p. 130. 


U. S. Plywood Corp. What is sales pro- 
motion? by Richard J. Brown, sales promo- 
tion mogr., U. S. Plywood Corp., Nov., p. 
116. 


U. S. Steel Corp. How to revive a neg- 


lected market for $6,140 . . NIAA Topper, 
by Robert G. Hill, adv. mgr., Columbia- 
Geneva Steel Div., U. S. Steel Corp., Sept., 
p. 88. 


Universal Form Clamp Co. Picture post- 
cards . . you can win distributor support 
with an idea like this, by R. G. Lundblom, 
adv. mor., Universal Form Clamp Co., 
Nov., p. 92. 


Universal Winding Co. Universal's 18- 
year campaign . . what keeps it going? 
Service information is clue to longevity for 


textile machine ads, Oct., p. 156. 


Viking Air Conditioning Div., National- 
U.S. Radiator Corp. Show contest lures 
buyers to assemble product, beat clock, 
July, p. 72. 

Westinghouse Electric Corp. New sales 
show features wide screen, directional 
sound, Oct., p. 80. 


Wolverine Tube Div., Calumet & Hecla 
How to catch customers with your direct 
mail drive. Mouse traps, snap fasteners 
do the job for Wolverine, by H. A. 
Harty, adv. mgr., Wolverine Tube Div., 


Calumet & Hecla, Inc., Nov., p. 124. 


Rolling along with Wolverine .. to ex- 
citing promotion .. by H. A. Harty, adv. 
mor., Wolverine Tube Div., Calumet & 
Hecla, Sept., p. 112. 


The Worthington Corp. Centralized control 
of export advertising . . how it works, by 
O. S. Cornejo, export acct. supervisor, The 


Worthington Corp., Nov., p. 98. 


Article Index/by subject 





@ Advertising 


The Airco story. Air Reduction Co. reverses 
the usual order of primary advertising ob- 
jectives by putting the role of backing up 
the sales force in first place . . an IM 


case study .. cover story, Dec., p. 85. 


The campaign was a success but we lost 
the account . . by an agency president, 


Oct., p. 97. 


Centralized control of export advertising 
. . how it works, by O. S. Cornejo, export 
acct. supervisor, The Worthington Corp., 
Nov., p. 98. 


DMAA — Chicago .. Plan your direct 
mail in advance . . or you're dead. That's 
the word from Alcoa, DuPont, American 
Air Filter admen, Oct., p. 126. 


Some dollar-saving suggestions to help ad 
managers with small budgets prob- 
lems, Nov., p. 16. 


Don’t misuse Starch and Readex. Rosberg 
warns publishers .. news, Dec., p. 28. 


Eight ways to make your truck promotion 
shift into high .. problems, Dec., p. 16. 





Help your agency to help you. . editorial- 


ly speaking, Nov., p. 200. 


®Here’s what is happening to business 
paper advertising, by Angelo R. Venezian, 
asst. to dir. of adv., McGraw-Hill Publish- 
ing Co., Dec., p. 72. 


How to increase advertising effectiveness 
by 46% .. NIAA Topper, by Oscar H. 
Junggren, adv. mar., Patent Scaffolding 
Co., Sept., p. 84. 


How Starch, Readex findings differ on the 
same ads, by John W. DeWolf, v.p., G. M. 
Basford Co., July, p. 64. 


®How a 29-man ad department builds 
campaigns for Link-Belt, July, p. 53. 


How we picked an industrial agency, by 
Paul A. Wilks, marketing mar., 
Elmer Corp., Nov., p. 105. 


Perkin- 


How would you select an industrial ad- 
vertising agency? .. IM asks an agency 
president, Robert E. Allen, Fuller & Smith 
& Ross, Dec., p. 82. 


It costs more to get the job done. . edi- 
torially speaking, Dec., p. 168. 


It's back to school for industrial agency- 
men .. to learn new techniques, how to 
get ideas, cost accounting, Oct., p. 114. 


Research . . what can it do for indusicial 
advertising? by J. A. Duvall, adv. sup., A. 
O. Smith Corp., Dec., p. 104. 


®The Reynolds Metals story, Oct., p. 82. 


Space reps air their gripes on advertiser, 
agency space buyers NIAA news, 
Dec., p. 115. 


@ Advertising copy, graphics, 
production 


ABP award winners put the accent on 
user-benefits, Sept., p. 116. 


Ad coupon invites inquiries by SIC classi- 
fications, Aug., p. 68. 


AR’ editor tells how to save money on ad 
production .. NIAA news, July, p. 114. 


Broadened line, unusual ads, redesigned 
package hike sales . . Pyramid Electric’s 
aggressive merchandising hikes volume 
670%, Oct., p. 129. 


Copy chasers: 
Vague heads, coy copy spell seduction 
in this man’s book, July, p. 95. 


From nucleonics to nail files, simple 
copy tells it best, Aug., p. 101. 


Visual magnetism and wallop feature 
award winning ads, Sept., p. 143. 


Top institutional ads present straight 
facts, ably told, Oct., p. 193. 
Continued on page 132 





There is no other pub- 
lication that will reach more 
contractors, architects, county, 
city, state or Federal agencies, 
industrial plants—and the allied 
industries than DIXIE CON- 
TRACTOR. Dixie covers the 


states shown on the map. 


Let us tell your 
message regularly to 


over 6,500 READERS 
throughout 1956 


Atlanta, Ga. 





Construction is at a new high 
in Dixie... you'll reach a 
$22 BILLION MARKET in 
the 1956 Construction program 
in DIXIE CONTRACTOR'S 


Architectural or Engineering issues. 


at less than 2c PER CALL 
Phone, write or wire 
DIXIE CONTRACTOR, P.O. Box 2120 


Tel. EM-5321-22 











REAOING yhe 


is - of the job” of every Steel Man in a 
Supervisory or Buying Capacity! 


Steel industry buying officials 
must read the Iron and Steel 
Engineer to keep pace with the 
industry and their jobs. Editorial 
and advertising pages keep them 
posted on all phases of engineer- 
ing and operations — products, 
equipment and services of suppli- 
ers. A consistent schedule of ad- 
vertising in this publication will 
pay off in increased sales for your 
products. 


Write for N.LA.A. Sales Pres- 
entation Outline! 


IRON and STEEL ENGINEER 


1010 Empire Bldg., Pittsburgh 22, Pa. 
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EDITORIAL INDEX.. 


continued from p. 131 


Who says the average reader is play 
ing hard to get? Nov., p. 163. 
Aviation market mush 


t all over, Dec., p. 131. 


Cover stories: 


How a 29-man ad department builds 


campaigns for Link-Belt, July, p. 53. 


Sales heads try ‘group effort’ for big 
~ eel AK 7 
ng-term sales, Aug., p. 70. 
rs 
ivi 


RThe Reynolds Metals story, Oct., p. 81. 


The printed matter monster . . is it real 


r fancied? Nov., p. 85. 


| 
SS 
D 
: 
? 
r 
? 
“< 
e 
is 
? 
Cc 
on 


Cummins builds merchandising feat with 
‘standardization.’ It's a big story, so they 
tell it big . 


17n 


U. 


. with 12-page insert, Oct., p. 


Distributors to manufacturers: Stress prod- 
uct, not use, in ads . . problems, July, p. 
46. 


Don’t stop the Putman awards, 89% of 
industrial admen vote . . NIAA news 
Nov., p. 148. 


Du Pont pokes fun at screwy customer in 
mail campaign, Oct., p. 154. 


Dutch ad and reprint drive helps attract 
36 U. S. firms, Sept., p. 190. 


®Film fantasy fights obsolete machines 
with new weapon, Auc., p. 69. 


Got a complex story to tell? Carboloy 
does it with ads, by Charles St. Thomas, 
mor., adv. & sales promotion, Carboloy 
Dept., General Electric, Nov., p. 144. 


How to catch customers with your direct 
mail drive. Mouse traps, snap fasteners 
do the job for Wolverine, by H. A. Harty, 
adv. moar., Wolverine Tube Div., Calumet 
& Hecla, Inc., Nov., p. 124. 


How Starch, Readex findings differ on the 
same ads, by John W. DeWolf, v.p., .G. M. 
Basford Co., July, p. 64. 


®How a 29-man ad department builds 
campaigns for Link-Belt, July, p. 53. 


IM presents 1955 portfolio of award- 
winning industrial ads, Sept., p. 63. 


It's ‘elementary’ . . blueprint makes suc- 
cessful industrial ads, Nov., p. 94. 


®Le Roi finds the farm is an industrial 
market . . but selling its irrigation engines 
presents complex problems, by Glenn W. 
Graf, mor., adv. & sales promotion dept., 
Le Roi Div., Westinghouse Air Brake Co., 
Oct., p. 142. 
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NIAA Topper awards: 


Armour & . for 


basic commodity (big company), Sept., 





Sciaky Bros., Inc. for suggesting new 


anvlinntiones ta | dubseainierteess See 
applications (small company), Sept., p. 
6" 
Yolumbia-Southern Chemical Corp. for 
lumbia-Southern Chemical rp. for 
a: , ~, .y r) Cant 
juct bulletins ( mpany), Sept., 
= 
p. 06 
> ™ 
New York Be & 1ckir for 
eatir sma any 
ra 
_— 
National En é 
a 
etins (sn ( 
G ror \ Ss & 
a 
Kaiser A imiur Ss es 
1 cations (I mpany), 5 
General Ele r telling °' 
ations as s Ss e m 
iny), Sex 3 
adish f ata s (big 
mpany), & 4 
T Cc} f < - me 
Lewis-oneparda rj; Geve n ries 
Be 
small company), Sex . 
C . f K Ssrnic f nt >| Y 
eeias Lv America icing 


a new product (small company), Sept. 


General Electric Co. for promoting re- 


lated product line (big company), Sept., 


no 
Pp. // 


E. I. du Pont de Nemours & Co. for de- 


veloping inquiries (big company), Sept., 


Delta Power Tool for small space adver- 


tising (big company), Sept., p. 80. 


Fetter Printing Co. for small space ad- 


vertising (small company), Sept., p. 81. 


Patent Scaffolding Co. for promoting re- 
lated product line (small company), 


Sept., p.. 84. 


United States Steel Co. for advertising 
a “middle man” (big company), Sept., 
p. 88. 


American Tractor Corp. for advertising 
a “middle man” (small company), 
Sept., p. 94. 


E. D. Bullard for telling qualifica- 


tions as supply source (small company), 
Sept., p. 96. 


Cambridge Wire Cloth Co. for product 


catalogs (small company), Sept., p. 97. 


Carboloy Dept., G. E. for creating brand 


preference (big company), Sept., p. 100. 


creating demand for 





George W. Borg Corp. for creating de- 
mand for a basic material (small com- 


pany), Sept., p. 102. 


Sanymetal Products Co. for creating 


brand preference (small company), 


Sept., p. 106. 


E. I. du Pont de Nemours & Co. for 
creating good will (big company), Sept., 


108. 


Wolverine Tube for introducing news” 
Cc 


into established product, Sept., p. 112. 


National Industrial Distributors Assn. 
awards: 
New York Belting & Packing Co. for 


single ad promoting distributors, 


L. S. Starrett Co. for best manufacturer's 


catalog promoting distributors, Sept., p. 


Republic Steel Corp. for best series of 


ads promoting services of distributors, 


Sept., p. 129. 


Sterling Grinding Wheel Co. for best 
house organ promoting distributor, Sept., 


p. 130. 


Tube Turns, Inc. for best ads devoted 
entirely to selling distributor 
Sept., p. 130. 


system, 


Simonds Saw & Steel for best series of 
mail pieces promoting distributor, Sept., 


p. 134. 


Republic Rubber for best single direct 
mail piece premoting distributors, Sept., 
p. 138 


Picture postcards . . you can win distribu- 
tor support with an idea like this, by R. 
G. Lundblom, adv. mgr, Universal Form 
Clamp Co., Nov., p. 92. 


The printed matter monster . . is it real or 
fancied? . . cover story, by Harold Elfen- 
bein, adv. mar., Parker-Kalon Div., General 
American Transportation Corp., Nov., p. 
85. 


Product-in-use photos can put sales wallop 
in your customer magazine, by Phil Buck- 
fire, ed., ‘Reo News," Reo Motors, Inc., 
Dec., p. 108. 


Putman award . . Armour transforms dis- 
mal sales failure into big success, Sept., 
p. 64. 


Tags and a guarantee beat prejudice 
against a product, by Bradley P. Williams, 
mor., Public Information Dept., Masonite 
Corp., July, p. 68. 


Universal's 18-year campaign .. what 
keeps it going? Service information is clue 
to longevity for textile machine ads, Oct., 
p. 156. 





What do your customers read? General 
Motors’ diesel division asked this question 
of 5,000 customers who recently bought, 
by James W. Brown, adv. mgr., Detroit 
Diesel Engine Div., General Motors Corp., 
Oct., p. 108. 


Which ad attracted more readers? 
Picture-copy vs. all type ad (Shell 
Chemical Corp. and Neville Chemical 
Co.) July, p. 105. 


Cluttered vs. uncluttered (Buffalo Forge 


Co. and Clarage Fan Co.) Aug., p. 128. 


Product vs. product-in-use (Great Lakes 
Steel Corp. and Carpenter Steel Co.) 
Sept., p. 172. 


Claims vs. how to (Sun Oil Co. and 
Texas Co.) Oct., p. 66. 


Identification vs. romance (Esso Avia- 
tion Products and Gulf Oil Corp.) Nov., 
p. 45. 


Stopper’ vs. product details (Pure Oil 
Co. and Sun Oil Co.) Dec., p. 49. 


@ Business Paper Publishing 


Ad manager asks publishers to stop spe- 
cial issues .. letters, Sept., p. 12. 


Ad manager's gripe: It’s hard to compare 


circulations . . letters, Nov., p. 8. 


Advertising volume in business papers, 
July, p. 82, Aug., p. 82, Sept., p. 160-B, 
Oct:,. p...182;. Novw:,. 9. 194.) Dee ..pi E22. 


‘American Aviation’ drops ABC, fight looms 
on ABP membership . . news, Dec., p. 154. 


Business paper ads sell better than you 
think . . news, Oct., p. 56. 


Consultant comes to defense of publishers’ 
special issues . . letters, Dec., p. 12. 


Don’t misuse Starch and Readex, Roseberg 


warns publishers - news, Dec., p. 28. 


Facts: What media man needs, what 
business paper must give . . news, Nov., 
p. 185. 


Good publisher is part s.o.b., Putman tells 
space salesmen .. news, Nov., p. 187. 


Here’s what is happening to business 
paper advertising, by Angelo R. Venezian, 
asst. to dir. of adv., McGraw-Hill Pub- 
lishing Co., Dec., p. 72. 


Industrial admen, editors in hot spot over 
censorship . . from Washington, Aug., p. 


18. 


‘The Iron Age,’ first industrial paper, cele- 
brates centennial, July, p. 122. 


Simplifying ABC procedures . . editorially 


speaking, July, p. 130. 


®3 sins of business paper selling, by 
Continued on page 134 














are wall 
decorations 
that sell 
good will! 


WRITE 


for Information 


Bradford Supply Co. Bradford, Pa. 


photo-murals ™ 


Leading companies have found 
Photo-Murals to be a unique and 
profitable way to put reception areas 
to work. We manufacture photo- 
murals to your order, in black and 
white, sepia or full color, from your 
photograph or ours. 


WEST-DEMPSTER CO. 


Waters Exhibition Bldg. 
GRAND RAPIDS, MICHIGAN 





connections that 





ny 


IN THE PROFITABLE DAIRY INDUSTRIES 


The most complete coverage available . . . and the lowest 
cost per thousand advertising rates. No waste circulation. 
Hand picks buyers by pin-pointing separate branches in 
selective, competitive dairy markets. Individually each 
OLSEN publication is undisputed leader in the market it 
serves . . . effectively penetrating and influencing the 
important buying level. 


Reach your prospects regularly in the publications they read: 


THE MILK PRODUCTS JOURNAL ... . 4,128 paid circula- 
tion . . . and the ONLY monthly ABC publication serv- 
ing the industry that processes over half of the nation's 
milk into butter, cheese and other milk products. 


THE ICE CREAM REVIEW .. . 1,066 more paid subscribers 
° 6 more exclusive advertisers . . . and 130 more 
exclusive advertising pages than the next publication. 


THE MILK DEALER . . . 136 more advertisers . . . 99 more 
exclusive advertisers .. . and 186 more exclusive adver- 
tising pages than the next publication. 


THE DAIRY INDUSTRIES CATALOG .. . An invaluable 
annual statistical and buying reference used by dairy 
plant buyers for 28 years. 


Write, Wire or Phone for Free Market Data Folders 
for All or Any of The Olsen Dairy Publications. 


BRoadway 1-1135 


THE OLSEN PUBLISHING CO. 


1445 N. Fifth St. 


Milwaukee 12, Wis. 
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So} 2) Se eloh A. UDB sletate. 


Can tell your story 
with color slides 


© In Trade 
Shows 


@ Store Windows 


® Sales Meetings 


Put FULL COLOR and 
ACTION into your sales 
messages — attract 
more prospects — with 
this automatic slide 
projector — runs 





continuously — day 

and night. A new 

message is shown - 

every 6 seconds on ? RENT 
large screen. it holds OR BUY 
30 easily changed ADmatic 
slides. Available with for your 
synchronized sound. next a 
Use the ADmatic as a Genit Ges 
visual salesman wher- !// folder 
ever people gather, or =. “Ae 
for training programs. ~— 


THE HARWALD COMPANY, INC. 


1216 Chicago Ave. * Evanston, Ill. 
DAvis 8-7070 











PEAK 


It takes more than $15 billion worth of 
goods a year to keep today’s industrial 
plants and equipment at peak efficiency. 
And that’s the market INDUSTRIAL MAIN- 
TENANCE AND PLANT OPERATION covers 
for advertisers. 


With the largest circulation in its field, 
INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION reaches more than 70,000 
maintenance, engineering and purchasing 
executives. 

It covers more than 42,000 plants in 22 
basic industrial fields. Only plants with 
50 or more employees or a $50,000 D&B 
rating qualify. 


Its verified controlled circulation is an 


impressive 99.66%—tops in its field. 


Its cost-per-thousand is lower than that 
of any comparable medium. 


It has a record of rapid and _ steady 
growth in advertising volume. In _ the 
past 5 years, the number of advertising 
units has increased more than 47%. 


Want more reasons why INDUSTRIAL 


MAINTENANCE AND PLANT OPERATION 
should be on your schedule? 


Write for Market Data Book now. 


INDUSTRIAL MAINTENANCE 
and PLANT OPERATION 


MAINTENANCE PUBLISHING CO. 
Philadelphia 1, Pa. 
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Richard C. Christian, dir. of research, 
Marsteller, Rickard, Gebhardt & Reed, Oct., 
p. 74. 


What do your customers read? General 
Motors’ diesel division asked this question 
of 5,000 customers who recently bought, 
by James W. Brown, adv. mar., Detroit 
Diesel Engine Div., General Motors Corp., 
Oct., p. 108. 


Why do editors high hat sales reps? If 
true, here’s why . . news, Oct., p. 46. 


@ Marketing, distribution 


The Airco story. Air Reduction Co. re- 
verses the usual order of primary adver- 
tising objectives by putting the role of 
backing up the sales force first . . an IM 
case study .. cover story, Dec., p. 85. 


Can distributors improve profits? Yes, say 
executives . . and here’s how . . foru 
Oct., p. 161. 


Crain tells admen to get in on all market- 
ing functions . . NIAA news, Nov., p. 147. 


Distributor profits too low? Suppliers say 
it merits study, but ask distributors to look 
for internal inefficiencies . . 
p. 40. 


news, Sept., 


®Distributor urges suppliers, more train- 


ing, liaison, ads . . problems, Aug., p. 60. 


Distributors decry profit drop. Net profit 
dips to 1.16% of sales: urge ‘selective 
distribution’ as solution . . news, Aug., 
p. 46. 


Distributors to manufacturers: Stress prod- 
uct, not us, in ads .. problems, July, p. 46. 


Dutch ad and reprint drive helps attract 
36 U. S. firms, Sept., p. 190. 


Executives tell why they launched new di- 


visions .. distribution factor forum, 


Dec., p. 148. 


From Washington: 
Sponsors see new tariff law as key to 
expanding markets, July, p. 12. 
Industrial admen, editors in hot spot 
over censorship, Aug., p. | 
Univac boosts hope for new census 


figures in October, Sept., p. 16. 


Cold war eases, see more trade with 


Red areas, Oct., p. 34. 


Why business boom keeps going 


no end in sight, Nov., p. 22. 


Government spending spurt seen in 
1956; industrial sales up, Dec.; p. 22. 


Industrial advertisers must seek customers, 


not sales, by J. M. McKibbin, group v.p., 
Consumer Products, Westinghouse Electric 
Corp., Oct., p. 96. 


Morket survey shows how foundries move 
materials, Nov., p. 182. 


Marketing consultant Wroe Alderson takes 
a first-hand look at distribution in the 
U. S. S. R.. Oct., p. 71. 


New Construction Equipment study shows 
where heavy equipment is distributed . . 
news, Aug., p. 48. 


Offer tips on how to sell to new atomic 
energy market . . news, Nov., p. 33. 


Research . . what can it do for industrial 
advertising? by J. A. Duvall, adv. sup., 
A. O. Smith Corp., Dec., p. 104. 


®The Reynolds Metals Story, Oct., p. 82. 


SIC and inquiries . . how to combine them 
to find new markets, by Francis E. Hum- 
mel, asst. to exec. v.p., Bryant Chucking 
Grinder Co., Oct., p. 105. 


A. O. Smith keeps diversifying as more 
sales, profits beckon: How marketing is 
organized at A. O. Smith Corp., Nov., p. 
88. 


Study shows 50% increase in capital 
spending by 1965, Sept., p. 194. 


Trends: 
Metalworking aims to set a new volume 
record in 1955, July, p. 18. 


1955 food sales move toward $1 billion 
increase over ‘54, Aug., p. 26. 


Chemical, plastics industry marks big 
expansion in ‘55, Sept., p. 24. 


High output, more competition seen in 
‘56 aircraft picture, Oct., p. 30. 


Develop automation facts faster than 
they can be used, Nov., p. 60. 


Public works market nears $115 billion, 
beckons suppliers, Dec., p. 60. 


Univac finds territorial sales potential, 
Oct., p. 206. 


Vast census details will start coming 
through in November . . news, Oct., p. 52. 


Will automation bring new methods of 
marketing? Nov., p. 182. 


@ Publicity, public & employe 
relations 


Annual reports 
96. 


- e copy chasers, July, p. 


Bees, keys, pistols and pens personalize 
agency’s memos... sales promotion, Sept., 
p. 166. 


Communications man of the month: 








Robert E. Wilson, Standard Oil Co. (In- 
dianaq), July, p. 126. 


Nathan H. Bergstrom, Bergstrom Paper 
Co., Aug., p. 98. 


Fred C. Foy, Koppers Co., Sept., p. 176. 


Company communications: 
What format for employe publications? 
Oct. p; 22: 


The story's the thing. ‘Soft sell’ wins 
out in external publications, Nov., p. 50. 


Management answers worker's call for 
facts on finances, Dec., p. 54. 


Editors offer guide for getting more new 


product punch, Dec., p. 110. aon ‘ 
The Journal delivers your advertising to top ranking 


Employe communications .. public rela- Officers of the Army, Navy,.Air Force, Marines and 
tions: Coast Guard, who direct or recommend defense 
Unions win employe support which purchasing. For latest data on this influential 
company fails to invite, July, p. 124. military coverage, call or write; 


Pin your hopes on automation, Sun Oil ARMY NAVY AIR FORCE JOURNAL, 1711 Connecticut 
Cc. tells employes, Aug., p. 94. Ave., Washington 9, D. C., HObart 2-6477 


ba : ; : : WEST: CHRIS DUNKLE & ASSOCIATES, 3257 W. 6th 
Five big ways to get in trouble with Los Angeles, DUn 7-6149—3077 Turk Street, 
office and plant workers, Sept., p. 174. San Francisco, EVergreen 6-1582—405 Times 
Bidg., Portland, ATwater 2473 

$500,000 exposition lures 500 Caterpillar MID-WEST: L. B. HAMMOND, 30 N. LoSolle, 
dealers, reps, July, p. 123. Chicago 2, Il!., RAn 6-1843 


ae oa . " EAST: McCLANAHAN & CO., 295 Madison Ave., 
GM‘s ‘Powerama’ to dramatize industrial New York 17, LExington 2-1234 


power to public, July, p. 109. 











Ideas unlimited for company party 
plus a warning . . problems, Dec., p. 18. 


Preferred by 
How can industrial adman train himself a3 Here Are A Few Reasons 


public speaker? . . problems, Oct., p. 16. Progressive 


How to answer customers who call you a En gin eers in 
&%&*—! Complaints? Train your sales 


staff to handle them this way .. sales pro- os 

motion, Aug., p. 76. Canadian CNM H 

How to change your name and keep it, as... 
too, Oct, p. 128 ae camp TOP READERSHIP 


How to get more and better case study UTILITIES ... In The Lower 
interviews, by Winfield L. Redding, pub. INSTITUTIONS MISSISSIPPI VALLEY 


rel. acct. supervisor, Ketchum, MacLeod & 
For the twelve month period ending No- 


; | 
Grove, Nov., p.-138. _ vember, 1955, Construction News Monthly 
; published a total of 1,643 pictures, which 


“How to make branch offices public rela- : included 645 on-the-job action pictures and 
P ; 2,016 pictures of identified personalities. 


tions conscious . . sales promotion, Nov., e 


p. 179. ie i For the twelve month period, ending No- 
Proof of ‘ : vember, 1955, Construction News Monthly 
How to transform engineers into writers. Reader Action? gq. iy F saayp i | werennnaag ere Cn feces af eons aie 


You can cajole, embarrass and spy on Write for : se) ry 


ft . id H. Harris, details today. & | he ~# For the twelve month period ending No- 
them successfully, by David a ae vember, 1955, Construction News Monthly 


asst. adv. & sales promotion mgr., Burndy ‘ -“ rr ge yr ted ene 2 Ager 
: a total o , column inches of bid 
CANADA'S ===> i 


How to win friends and influence engi- NATIONAL POWER MAGAZINE iin total shea 


neering students . . NIAA Topper, By J. A. Established 1907 diac aadie 


Clark, Educational Adv. Sect., E. 3 du A MACLEAN-HUNTER PUBLICATION 
Pont de Nemours & Co., Sept., p. 108. CONSTRUCTION 
Line Material learns how to keep salesmen MO D E 4 N Pp OW £ R 
fort of happy. Dec, p. 106. wrearaniamre | NEWS MONTHLY 
iversi Ave Toron On 
New twist in Christmas greetings. Rein. render TEI “ LITTLE ROCK, ARKANSAS 
; NEW YORK THICAGO LOS ANGE 
Continued on page 136 rel FRANCISCO LONDON, ENG. 


Engineering Co., Oct., p. 116. 
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Pace-Setting 
Growth 


Larger increase in pages of 
advertising «published than 
any other national fluid 
milk magazine, first 11 
months of 1955 over same 


period of 1954. 


UP 58 PAGES 


Milk Plant 


Monthly 
© 


912 Baltimore Ave. 
Kansas City 5, Mo. 





National Representative 


Wm. C. ¢ 

mC Ppp & Associates 
1475 Broadway; ‘New York 36, N. Y 
35 East Wacker Drive, Chicago 1, III 
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EDITORIAL INDEX .. 


continued from p. 135 


deers of Synthane plastic make hit with 
customers, kids, Oct., p. 19] 


Picture postcards . . you can win distribu- 
tor support with an idea like this, by R. 


G. Lundblom, adv. mgar., Universal Form 
NI vw ¥ 4 


rlamp Co., N 


Product-in-use photos can put sales wallop 
in your customer magazine, by Phil Buck 


Nex E tore . 
ea. € iINEWS ne iVl rs iT]C., 


€ 108 
d A 


Recipe for a ‘good will’ ad .. NIAA 


Ga 


Sterling shows there’s no substitute for 
straight talk .. NIDA award, Sept., p. 130. 


Sylvania pops .. world’s biggest flash 
photo, July, p. € 


Tags and a guarantee beat prejudice 
against a product, by Bradley P. Williams, 
Pithlic Inf 


moar rmation 
mar. rupil MMOTIDATMO}; 


Dept., Masonite 


July, p. 68 


Top institutional ads present straight facts, 
ably told . . copy chasers, Oct., p. 193. 


@ Sales, sales promotion & mer- 
chandising 


The Airco story. Air Reduction Co. re- 
verses the usual order of primary adver- 
tising objectives by putting the role of 
backing up the sales force in first place 


. an IM case study . . cover story, Dec., 


p. 85. 


Are you a name forgetter? . . one man’s 
way to end it all, by Harold Elfenbein, 
adv. mor., Parker-Kalon Div., General 
American Transportation Corp., July, p. 67. 
Broadened line, unusual ads, redesigned 
package hike sales . . Pyramid Electric's 
aggressive merchandising hikes volume 


670%, Oct., p. 129. 


Cambridge catalog shows ‘em .. NIAA 


Or Can: r C 
per, Sept., p. 


Can distributors improve profits? Yes, say 
executives . . and here’s how . . forum, 
Oct., p. 161. 


Catalogs . . . how to distribute them for 


best results, by Matthew A. Pavitt, dis- 
ution m Sweet's Cata Service 
ec., p. 94 


The confessions of an industrial distributor, 


by R. G. DeVries, pres., Northern Indus- 
al Supply N m7 


Direct mail researches itself . . editorially 


speaking, Oct., p. 224. 


Distributor profits too low? Suppliers say 
Continued on page 139 








DON'T MISS THE 


Meal 
PROGRESS 


and 


DEVELOPMENT 


EDITION 
of the Portland 


DAILY JOURNAL OF 
COMMERCE 


* Complete roundup of business and in- 
dustrial plans & accomplishments to 
date in the Pacific Northwest 


* Invaluable business index medium 


Color : 
* Lithographed — 120 line screen 
Tabloid — 5 cols. x 15” 


* Minimum 5000 distribution to business 
management 


* Low advertising rates 


ADVERTISING DEADLINE: 
JANUARY 16th 1956 


Write or wire collect for sample copy & rate card. 


Daily Texvealsf&ommerce 


711 Southwest 14th Ave, 
Portland 7, Oregon 


Working Tool of 
Pacific Northwest Business 








the Ring Binder that 
STANDS, SITS 
or LIES FLAT 


to get your prospect’s attention 


At a flip of the fingers, it becomes a 
hard-hitting sales tool. Displaymaster 
props upat a 30° angle when prospect 
is standing, 60° when prospect is sit- 
ting. This better vision means better 
presentation. Sets up and takes down 
in a flash; no fussing with gadgets. 


SEND For Full Line Folder 





1720 West Washington 
CHICAGO 12, ILL. 




















IMPRESSIVE 


Veritied controlled circulation of INDus- 
TRIAL MAINTENANCE AND PLANT OPERA- 
TION is an impressive 99.66%—tops in 
its field. That's proof of careful ‘list 
control for effective coverage of the $15 
billion plant operating market. 


With the largest circulation in its field, 
INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION reaches more than 70,000 
maintenance, engineering and purchasing 
executives. 

It covers more than 42,000 plants in 22 
basic industrial fields. Only plants with 
50 or more employees or a $50,000 D&B 
rating qualify. 


Its cost-per-thousand is lower than that 
of any comparable medium. 
It has a record of rapid and _ steady 
growth in advertising volume. In the past 
5 years, the number of advertising units 
has increased more than 47%. 
We have plenty more facts and figures to 
show why INDUSTRIAL MAINTENANCE AND 
PLANT OPERATION should carry your ad- 
vertising. 

Send for Market Data Book now. 


INDUSTRIAL MAINTENANCE 
and PLANT OPERATION 


MAINTENANCE PUBLISHING CO. 
Philadelphia 1, Pa. 


MINING 


, reaches 
} top 
‘ coal men 








COAL 





Operators, managers and 
superintendents read Coal Mining 
month after month, year after 
year. Its accurate analysis of cur- 
rent industry trends, plus the 
latest in equipment news, are 
essential tools for improved mine 
operation. 

Advertise in Coal Mining... the 
publication read most . . . quoted 


most by men who buy most. 
AA-1736 


—-COAL MINING— 


4575 Country Club Drive « Pittsburgh 36, Pa. 
Serving the coal industry since 1899 











EDITORIAL INDEX. . 
continued from p. 136 


it merits study, but ask distributors to 


look for internal inefficiencies .. news, 





Sept., p. 40. 


A.,distributor says .. Want me to sell | 
your new line? Here’s how to convince | 
me, by R. G. DeVries, 


pres., Northern | 
Industrial Supply Co., Nov., p. 87. 


®Distributor urges suppliers: More train- 
ing, liaison, ads . . problems, Aug., p. 60. 


Distributors decry profit drop. Net profit 
dips to 1.16% of sales: urge ‘selective 
distribution’ as solution . . news, Aug., p. 
46. 





uct, not us, in ads .. problems, July, p. | 
46. 


| 
Distributors to manufacturers: Stress prod- | 


DMAA — Chicago . . Plan your direct 
mail in advance . . or you're dead. That's 
the word from Alcoa, Du Pont, American 
Air Filter admen, Oct., p. 126. 


Du Pont pokes fun at screwy customer in 
mail campaign, Oct., p. 154. 


15 tips for program chairmen and he who 
runs a sales meeting .. problems, Sept., 
p. 58. 





®Film fantasy fights obsolete machines | 
with new weapon, Aug., p. 69. 


Film your distributor sales training school, 
and cut costs, by Richard J. Brown, sales 
promotion mgr., VU. S. Plywood Corp., | 


Sept., p. 186. 


Got a complex story to tell? Carboloy does 
it with ads, by Charles St. Thomas, mar., 
adv. & sales promotion, Carboloy Dept., | 
General Electric, Nov., p. 144. 


The great distributor hunt .. NIAA Top- | 


per, Sept., p. 94. 


Group selling. To make a sale, the seller 
had to convince design, production and 
sales engineers (and the p.a., too) within 
one company. Here’s how .., by Robert 
H. Wilkie, merchandising mgr., New De- 





parture Div., General Motors Corp., Oct., 
p. 146. 


Hard-headed, hard-hitting campaign sells 
hard hats . . NIAA Topper, by George 
Andrews, dir., pub. rel. & adv., 
Bullard Co., Sept., p. 96. 


E. D. | 


How do you pay your salesmen? Auzg,, | 


p. 71. 


technical literature solved a tough 
problem .. NIAA Topper, Sept., p. 


How 
sales 
68. 


How to catch customers with your direct 


| 


mail drive. Mouse traps, snap fasteners do | 


Continued on page 140 


SELL CANADA'S 
$4 BILLION O.E.M. 
THROUGH 


< j 
A $4 billion great-growth mar- 
ket served only by this one 
technical business publication. 
DESIGN ENGINEERING’s 
6,200 personalized circulation 
reaches the very core of indus- 
trial growth, 

An established buying place 

—a vital source of information 

7a 6 for all engineers who specify 

components and materials for 
original equipment. 

NIAA Market and Media 


file sent on request. 


Design Engineering 


MACLEAN-HUNTER) PUBLICATION 


48) 


NEW YORK CHICAGO 
SAN FRANCISCO LONDON 


Toronto, Ont 


LOS ANGELES 
ENG 


University Ave 





BLAST FURNACE AND 
STEEL PLANT 


—A monthly semi-technical business pa- 
per devoted to articles concerning the 
making and rolling of steel. 


Read by the executives and key op- 
erating officials of the steel plants in 
all parts of the world. A.B.C. — A.B.P. 


STEEL PROCESSING 


—A monthly semi-technical business pa- 
per devoted to articles on Forging, 
Heat Treating, Stamping, Forming and 
Welding. Read by the executives and 
key operating officials in steel process- 
ing plants throughout the world. B.P.A. 


WATKINS CYCLOPEDIA OF 
THE STEEL INDUSTRY 


—Published biennially. 
Contains articles of semi-technical na- 
ture relating to steel making, rolling 
and steel processing. 


Space reservations are now being ac- 
cepted for the 1957 edition. 


Advertising rates on any of the above on 
request. 


Directory of Iron and Steel 
Plants 
—Published annually. 

Price $15.00 postpaid. 
Directory of Steel Processing 
Plants 

—Pullished biennially. 

Price $15.00 postpaid. 

Publishers 


STEEL PUBLICATIONS, INC. 
624 Grant Bidg. 
Pittsburgh 30, Pennsylvania 
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continued from p. 139 


the job for Wolverine, by H. A. Harty 


adv. mgr., Wolverine Tube Div., Calumet 


& Hecla, Inc., Nov., p. 124. 


How to revive a neglected market for 
$6,140 . 


aqav mcr. 


. NIAA Topper, by Robert G. Hill 


Niv 


Columbia-Geneva Steel 


U. S. Steel Corp., Sept., p. 88. 


How to tailor catalogs to fit your markets 
- NIAA Topper 
adv. & sales promotion 


ing C at a 


1g NePpi., P. U. 


by George Dupre, mar. 


National Engineer 


How to write a ‘Bible’ for industry 
NIAA Topper, by M. 


mor., Lacisn 


S. Kachigan, adv. 
p. 74. 


Sept., 


If you have a big story . . tell it in a big 


way .. NIAA Topper, by R. E. Insley, 
industrial eq-.ip. & industry adv., Appa- 
ratus Sales Div., General Electric Co., 
Se 


Industriclists tell how and why of their 


most successful sales drives forum 


Sept., p. 178. 


It's the little things that count in selling 


quality . . NIAA Topper, by C. J. Daugher- 
ty, pres. Sanymetal Products Co., Sept. 
p. 106 





®Le Roi finds the farm is an industrial 
market . . but selling its irrigation engines 
presents complex problems, by Glenn W. 
Graf, moar., adv. & sales promotion dept., 

Roi Div., Westinghouse Air Brake Co. 


Oct., p. 142. 


] 
Le Nol 


Let's get back to old fashioned selling, 
Nov., p. 104. 

Loaded dice, films, samples help 3M train 
distributors, Oct., p. 122. 


Management heads tell about ‘most mem- 
orable’ industrial sales 
116. 


. » forum, July, p. 


More group selling .. sales team meets 


customer team, Aug., p. 72. 


National Industrial Distributors Assn. 


Awards: 


New York Belting & Packing Co. for 


promoting distributors, 


oO 


Starrett Co. for best manufacturer's 
catalog promoting distributors, Sept., p. 
epublic Steel Corp. for best series of 


ds promoting services of distributors, 


Wheel Co. 


organ promoting distributor, Sept., 


Grinding for best 


house 


p. 130. 
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Tube Turns, Inc. for best ads devoted 


ontirely to .selling distributor system, 


Sept., p. 


130. 
Simonds Saw & Steel for best series of 
mail pieces promoting distributor 


134. 


Sept., 


Republic Rubber for best single 
mail piece promoting distributors, Sept., 


p. 138. 


Need a manufacturers’ agent? Ask your 


customers . . write them a letter . . you'll 
be surprised by the response, by J. How 


al Wie a. a ew oan . _ VC 
ard Donahue secy. & jen. saies moar. 


Pioneer Steel Ball, Inc., Oct., p. 138. 
New Construction Equipment study shows 
where heavy equipment is distributed . . 
news, Aug., p. 48. 


New sales show features wide screen, 
directional sound, Oct., p. 80. 


Okay, Copy Chasers, here’s your answer. 
Hustle, not inquiries alone, makes Lewis- 
Shepard ad campaign a big winner 
NIAA Topper 


promotion mgr Lewis Shepard Products 


By Fred Hoffman, sales 


Sept., p. 75. 





Packaging makes it easier to buy, hikes 


} 2 


multiple sales, by Richard J. Brown, adv. 


Delta Power Tool 


& sales promotion mar. 
Div., Rockwell Mfg. Co., July, p. 108. 





The printed matter monster . . is it real or 


fancied? .. cover story, by Harold Elfen- 
bein, adv. mgr., Parker-Kalon Gener- 
al American Transportation Corp., Nov., p. 


85 


Product-in-use photos can put sales wallop 
in your customer magazine, by Phil Buck- 
fire, ed., ‘‘Reo News Reo Motors, Inc., 


Dec., p. 108. 
®The Reynolds Metals story, Oct., p. 82. 


Reynolds sales training head shows way 
to new market... 
p. 76. 


sales promotion, Aug., 


Rolling along with Wolverine to ex- 
NIAA Topper, by H. 


Wolverine Tube Div., 


citing promotion 
A. Harty, adv. mar., 
Calumet & Hecla, Sept, p. 112. 


Sales heads try ‘group effort’ for big, 


long-term sales, Aug., p. 70. 
Sales promotion ideas: 


Show contest lures |} assemble 


product, 


lyers t 
beat clock, July, p. 72. 


How to answer customers who call you 


a $%#*?!, 


Aug., p. 76. 


Bees, keys, pistols and pens personalize 
agency's memos, Sept., p. 166. 


‘Par’ for this course helps Carboloy 


salesmen close sales, Oct., p. 213. 





Pin-ups plus perfumed mail push Ruud 


water heaters, Nov., p. 176. 


New crop of decals turns up on crash 
F 


helmets, oil well, Dec., p. 156. 


750 dealers learn gospel at super sales 
show, Nov., p. 80. 


Should you increase your sales staff? by 
S. E. Heymann, mgr., adv. sales promotion 
research, Signode Steel Strap- 


Dec., p. 69. 


& market 


ping Co., 


RSIC and inquiries how to combine 
them to find new markets, by Francis E. 
Hummel, asst. to exec. v.p., Bryant Chuck- 


ing Grinder Co., Oct., p. 105. 


A. O. Smith keeps diversifying as more 
sales, profits beckon: How marketing is 
organized at A. O. Smith Corp., Nov., p. 
88. 


“Soft sell’ wins out in external publica- 
tions Nov., 
p. 50. 


company communications, 


Space reps air their gripes on advertiser, 
agency space buyers NIAA news, 
Dec., p. 115. 


Tags and a guarantee beat prejudice 
against a product, by Bradley P. Williams, 


mgr., Public information Dept., Masonite 


Corp., July, p. 68. 


Target: customers’ customers Bulls-eye: Du 
Pont campaign pulls 12,500 inquiries .. 
NIAA Topper, Sept., p. 78. 


Tool lease growing, AMA told. Trecker 
tells marketing men that 24 industrial com- 
panies are now leasing machinery .. 
news, July, p. 32. 


Univac finds territorial sales potential, 
Oct., p. 206. 
Universal's 18-year campaign .. what 


keeps it going? Service information is clue 
to longevity for textile machine ads, Oct., 
p. 156. 


What is sales promotion? by Richard J. 
Brown, sales promotion mar., U. S. Ply- 
wood Corp., Nov., p. 116. 
What is your ‘most memorable’ sale? 
Company presidents tell their stories .. 


forum, Aug., p. 132. 


®Your industry inventory can lead you to 
the ripest markets, by Nathaniel R. Kidder, 
mgr., Market Research & Sales Analysis 
Div., Jones & Lamson Machine Co., Aug., 
p. 74. 


@ Shows, exhibits 
Business paper drive draws Machine Tool 


Show visitors .. news, Aug., p. 46. 


80 sales out of 100 leads are claimed for 








Sales 
Impact 


IN A 


3-PART Package 


APRIL 
OFFICIAL 
PROGRAM 


Jecsue 


. sales-proveking impact with 
industry-wide distribution be- 
fore the 60th Castings saat 
and Show. + 


. will include complete Offi- 
cial Program of technical ses- 
sions, exhibit alftractions and 
special social events, 


ideal “door opener" for 
those seeking to alert the audi- 
ence to products and services on 
display in the big Show—Atlan- 
tic City, May 3-9. 


BECAUSE the three | 


tional 


natural sales companion 
AFS Castings Congress 


oe Show. Be sure that your 


takes full advantage 
“triple sales impact com- 
ing from the three Official Con- 


Golf and Wolf Roads, 
Des Plaines, 
Illinois 


| Breuer Electric exhibit, 


| 131, Sept., 


rectional sound, Oct., 


| with GM's 
| Goliath as Four-Wheel-Drive 
| seeks sales Oct., 


| ing movie .. 





Aug., p: 67. 


| $500,000 exposition lures 500 Caterpillar 
| dealers, reps, July, p. 123. 


45 building product exhibits travel in one 


truck, Nov., p. 130. 


42 trade show exhibits for the price of 
none, Unusual promotional venture shows 
new product in use, Nov., p. 112. 


GM's ‘Powerama’ to dramatize industrial 


power to public, July, p. 109. 


Industrial shows, July, p. 147, Aug., p. 
p. 203, Oct... p. 219, 
195, Dec., p. 163. 


Nov., p. 


Kearney & Trecker’s giant ad packs ‘em 
| in at tool show. . 


news, Oct., p. 65. 


New sales show features wide screen, di- 
p. 80. 


A post-mortem on Poweraina, 
134. 


Nov., p. 


Powerama . . industrial show for millions, 


Oct., p. 78. 


Predicts more Americans will show in 


foreign trade fairs . . news, Nov., p. 30. 


750 dealers learn gospel at super sales 
show, Nov., p. 80. 


Show contest lures buyers to assemble 
product, beat clock, July, p. 72. 


Small company’s low-cost show competes 
David vs. 
tent show 


Powerama. It's 


p., 202. 


| @ NIAA news 


Chicago industrial admen produce market- 
NIAA news, Oct., p. 176. 


| Crelley elected chairman of NIAA re- 
| search institute . . 


NIAA news, Sept., p. 


160-A. 


Don’t stop the Putman awards, 89% of 
idustrial admen vote .. NIAA news, 
Nov., p. 148. 


NIAA institute re-elects Chapple, Hays, 
Staudt, Beard . . NIAA news, July, p. 112. 
NIAA news: 


9 chapters elect new officers, 
ris, 


July, p. 


NIAA, 
Institute goes to Princeton, N. J. NIAA 


institute move offices. Research 


to Madison Avenue, Aug., p. 115. 


Look at what's happening to HQ!, Sept., 


p. 157. 


NIAA discontinues publishers’ awards 


in policy change, Oct., p. 175. 


Crain tells admen to get in on all mar- 
keting functions, Nov., p. 147. 


Space reps air their gripes on adver- 


tiser, agency space buyers, Dec., p. 


115. 


@ Problems in Industrial Mar- 
keting 


Distributors to manufacturers; stress pI 


uct, not us, in ads, July, p. 46. 
®Distributor 


urges suppliers: 


ing, liaison, ads, Aug., p. 60. 
15 tips for program chairmen . 
ia 


who runs a sales meeting, Sept., p. 58. 


How can industrial adman himself 


as public speaker, Oct., p. 16. 


Some dollar-saving suggestions 


ad managers with small 


p. 16. 


Eight ways to make your 
tion shift into high, Dec., p. 16. 


@ Top management forum 


Management heads tell about ‘most mem- 


orable’ industrial sales, July, p. 116. 


What is ‘most memorable’ sale? 


Company persidents tell their 
Aug., p. 132. 


your 
stories, 


Industrialists tell how and why of their 


most successful sales drives, Sept., p. 178. 


Can distributors improve profits? Yes, say 


executives . . and here’s how, Oct., p. 161. 


Executives tell ‘why we merged’ .. sta- 


bilize sales, grow, boost return, Nov., p. 


188. 


Executives tell why they launched new 


divisions distribution factor, Dec., p. 


148. 


@ Miscellaneous 


Executives tell ‘why we merged’ .. sta- 
bilize sales, grow, boost return . 
Nov., p. 188. 


- lorum, 


15 tips for program chairmen and he who 
runs a sales meeting . . 
p. 58. 


problems, Sept., 


Forkert urges graphic arts center to foster 
new low cost printing . . 
30. 


news, Nov., p. 


How can industrial adman train himself 
as public speaker? 
16. 


. « problems, Oct., p. 


How to get more and better case study 
interviews, by Winfield L. Redding, pub. 
rel, acct. supervisor, Ketchum, MacLeod & 
Grove, Nov., p. 138. 


How to transform engineers into writers. 
You can cajole, embarrass and spy on 
Continued on page 142 
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INDUSTRIAL PROCESS 
EQUIPMENT MANUFACTURER 
OFFERS UNUSUAL OPPORTUNITY 


The man we want is too capable 
to be looking for “just another 
job”’. 

He wants the opportunity to grow 
with an expanding company: to 
take on responsibility as fast as 
he can handle it. He can become 
assistant advertising manager of 
our industrial division, if he has 
the ability. 

The man we want is probably a 
graduate engineer; or has the 
equivalent technical knowledge. 
He is not over 40 years of age. 
He can write easily and well on 
technical subjects. He has demon- 
strated this ability by writing 
technical articles for the trade pa- 
pers, as well as product folders 
and specification sheets. 

We want a top notch man and we 
are prepared to offer him a good 
salary with increases as he pro- 
gresses, plus a complete package 
of employee benefits including a 
liberal pension plan. We believe 
that the biggest attraction for this 
man will be the opportunity of 
growing with a good company in 
a pleasant northwestern Ohio lo- 
cation. 

Tell us all about yourself and your 
income requirements. Include a re- 
cent photo. All applications strict- 
ly confidenticl. 

Write Box 518, ¢/o Industrial 
Marketing, 

200 E. Illinois St., Chicago 11, Ill. 














Are you watching 
Competitive Advertising For this 


TOL 
PUBLICATIONS 
FREQUENCY 


SPACE 
ITEMS FEATURED 
COLOR 


Advertisers’ Research Service 
ROUTE NO. 2 CHESTERTON, IND. 





mm; Case Histories 
on products in use 


Photographic and reporting 

assignments covered throughout 

North and South America 

MArket 2-3966 for advertising, editorial or 
or write research purposes 


sicxtes oto- ng. SERVICE 


38 PARK PLACE * NEWARK 2, NEW JERSEY 











When Chain Saw Peo- 
ple Seek Chain Saw In- 
formation They turn to 
Chain Saw Age. 


Portland 66, Oregon founded 185? 
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EDITORIAL INDEX .. 


continued from p. 14] 


them successfully, by David H. Harris, 
asst. adv. & sales promotion mgr., Burndy 
Engineering Co., Oct., p. 116. 


New, fast way to send visual material 
thousands of miles, Dec., p. 81. 


@ Departments 


Advertising volume in business papers, 
July, p. 82, Aug., p. 82, Sept., p. 160-B, 
Oct., p. 182, Nov., p. 154, Dec., p. 122. 


Company communications, Oct., p. 22, 
Nov., p. 50, Dec., p. 54. 


Copy chasers, July, p. 95, Aug., p. 101, 
Sept., p. 143, Oct., p. 193, Nov., p. 163, 
Dec., p. 131. cs 


Cover story, July, p. 53, Aug., p. 70, Oct., 
p. 81, Nov., p. 85, Dec., p. 85. 


Editorial index, July, p. 132. 


Editorially speaking, July, p. 130, Aug., p. 
126, Sept., p. 200, Oct., p. 224, Nov., p. 
200, Dec., p. 168. 


Employe communications - » public rela- 
tions, July, p. 124, Aug., p. 94, Sept., p. 


174, 


From Washington, July, p. 12, Aug., p. 
18, Sept.,>p. 16, Oct., p. 34, Nov., p. 22, 
Dec., p. 22. 


IM gallery, Oct., p. 166, Dec., p. 144. 


Industrial shows, July, p. 147, Aug., p. 
131, Sept., p. 203, Oct., p. 219, Nov., p. 
195, Dec., p. 163. 


Letters to the editor, July, p. 6, Aug., p. 8, 
Sept., p. 8, Oct., p. 10, Nov., p. 8, Dec., 
6, 1G; 


News, July, p. 32, Aug., p. 46, Sept., p. 40, 
Oct., p. 46, Nov., p. 30, Dec., p. 28. 


NIAA news, July p. 111, Aug, p. 115, 
Sept., p. 157, Oct., p. 175, Nov., p. 147, 
Dec., p. 115. 


Problems in industrial marketing, July, p. 
46, Aug., p. 60, Sept., p. 58, Oct., p. 16, 
Nov., p. 16, Dec., p. 16. 


Sales promotion ideas, July, p. 72, Aug., 
p. 76, Sept., p. 166, Oct., p. 213, Nov., p. 
176, Dec., p. 156. 


Top management forum, July, p. 116, Aug., 
p. 132, Sept., p. 178, Oct., p. 161, Nov., p. 
188, Dec., p. 148. 


Trends, July, p. 18, Aug., p. 26, Sept., p. 
24, Oct., p. 30, Nov., p. 60, Dec., p. 60. 


Which ad attracted more readers? July, p. 
105, Aug., p. 128, Sept., p. 172, Oct., p. 66, 
Nov., p. 45, Dec., p. 49. * 








CIRCULATION PROMOTION 
MANAGER 


An experienced circulation promotion 
man is being sought for a group of 
established technical publications lo- 
cated outside of New York. A back- 
ground in building lists and writing 
promotion letters preferably for tech- 
nical magazines is desired. Either a 
No. 2 circulation promotion man anx- 
ious to head a department or a man 
working on magazines with limited 
distribution and willing to accept 
greater responsibility could qualify. Age 
28-42. Appropriate remuneration. This 
is @ permanent, newly created position 
and the opportunities are unlimited. 
Your reply is respected and held in 
confidence. Our employees know of 
this advertisement. 


Write Box 516, c/o Industrial 
Marketing, 200 E. illinois St., 
Chicago 11, Ill. 











If you wish to reach the 


coal trade use 


NEW YORK 


Manhattan Bidg. Whitehall Bidg. 


for over 70 years the leading 
journal of the coal industry 














N. Y. Ad Agcy, Inc. wants livewire as- 
sociate to match $100,000 plus billing. 
Active, diversified accounts steadily in- 
creasing their vol Merger or part- 
ner considered. Write in confidence. 





Box # 517 c/o Industrial Marketing, 
200 E. Illinois St., Chicago 11, Ill. 

















at Your 
MEDIA AND MARKET FACTS 


FOR BUILDING YOUR 1956 
SCHEDULES 


. see the hundreds of pages of 
datz covering 69 primary markets 
— specifications, rates and circula- 
tions of the 2,400 business papers 
serving U. S. and Canadian industry 
— and the factual presentations of 
200 leading publishing organizations 

. in your 


1956 INDUSTRIAL MARKET DATA & 
DIRECTORY NUMBER 














